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WAKE UP / and learn 


that Dailies and Magazines don’t reach everybody. 


Some thirty-five or forty millions of our popu- 


lation do not live in large cities. In fact, they are 
country people. 

A very large part of these millions do not read 
Dailies and Magazines. 

All of them, however, read the local weeklies 
of their towns. 

They buy from advertisements in these local 
papers. 

Continuous advertising in them secures the 
dollars of the country people. 

It is the only method of securing them. 


POSSSSSOSSSSOSSSOOOOOOSéE 


1,520 local papers compose the Atlantic Coast Lists. 
All family papers. 

A million families reached weekly. 

One order, one electrotype does the business. 


Catalogue for the asking. 


POSSSSSSSSSSSSOSSOOSOOS: 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 





PRINTERS’ INK. 


A JOURNAL 


FOR 


ADVERTISERS. 


ENTERED AS SECOND-CLasSS MATTER AT THE NEW York, N. Y., Post-Orrice, JUNE 29, 1893 


NEW YORK, NoveMBER 20, 1895. 


Vol. XIII, 


THE PRINTERS’ INK VASE 


AND 


A SELECTION OF THE BEST ADVERTISE- 
MENTS THUS FAR SUBMITTED—AN 
ATTEMPT TO DESIGNATE THE ONE 
THAT BEST STATES THE DESIRABILITY 
AND USEFULNESS OF ‘‘ PRINTERS’ 
INK” TO BUSINESS MEN, AND EM- 
PHASIZES MOST STRONGLY THE AD- 
VANTAGE OF SUBSCRIBING NOW AT 
TWO DOLLARS A YEAR, OVER WAIT- 
ING A FEW WEEKS AND THEN PAY- 
ING MORE THAN TWICE AS MUCH— 


THE POSSI BIL- a 


ITY OF BUYING 


A FIVE YEARS’ 
SUBSCRIPTION 
NOW AT THE 
PRICE OF TWO A 
LITTLE LATER 
OUT OF 513 AD- 
VERTISEME NTS 
SUBMITTED 
ABOUT 20 ARE 
NOW SHOWN, 
AND READERS 
ARE REQUESTED 
TO VOTE EX- 
PRESSING A 
PREFERENCE AS 
WHICH IS 
BEST ONE 
ALL, USING 
FOR THE PUR- 
POSE THE COU- 
PON PROVIDED 


TO 
THI 
OF 


The opportunity to submit an ad- 

rtisement for consideration has al- 

ady extended over sixteen weeks. 

(here remain nominally three weeks 
ore during which advertisements 
ay be submitted ; yet, as the choice 
is to be announced in the issue of 
ec. 18th, and that issue goes to press 
ec. Iith, the choice must of neces- 

ty be made not later than Dec. roth. 
there now remain but few days in 


HOW TO 


WIN IT, 


November available for compliance 
with the terms of the competition, the 
ad-smith who has been reserving his 
efforts will observe that there does not 
now remain more time than is needed 
to prepare one advertisement, comply- 
ing with the conditions down, 
without incurring a risk of having the 
result excluded from consideration be- 
cause it came a day or an hour too late. 


zai. | 


set 


This competition 
of exceptional 
interest to adver- 
tisement writers 
and all who take 
note of the recent 
great development 
and progress in the 

art of publicity. 
Many an am- 
bitious young man 
is asking himself, 
Who will win the 
PRINTERS’ INK 
Vase, to be award- 
ed on Christmas 
Day to the con- 
structor of the ad- 
vertisement best 
calculated to cause 
people to subscribe 
for PRINTERS’ INK 
—the Little 
Schoolmaster in the Art of Advertising? 
Although the Vase is beautiful and 
valuable, yet the Vase itself is by no 
means the principal value accruing to 
the winner in this contest. The in- 
trinsic value of the Vase as silver will 
be as nothing compared to its real 
value as a diploma awarded to one 
among hundreds, yes, from among 
several thousands, for constructing an 
advertisemént that shall finally have 

credit for being superior to ali. 


is 





PRINTERS’ INK. 


The PRINTERS’ INK Vase has a money 
value scarcely amounting to one hun- 
dred dollars, but the writer of this 
paragraph would cheerfully give a thou- 
sand dollars could he be so skillful and 
so fortunate as to prepare the winning 
advertisement. 

Up to the present time (Nov. 13th) 
the number of advertisements sub- 
mitted has been 513 and from among 
those sent in each week eleven of these, 
here shown in reduced photographic 
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“ 
May I Speak With 
You a Minute? ; 
x You are not in business for The Dividing Line 
x your health? 
x Ro 


N een Sas ooo Sencoess... 


Yea. 





—BETWEEN— 





You have a good stock, fair $ 
x prices, accommodating assist- ee and Failure. ee 
ax ants and all legitimate require / 
NY mee expected by your pa- —I8 DRAWN BY— 

4 AS 

— Well-directed, Persistent Newspaper 

Does everybody in town know Advertising. 

‘our place and just what you . 
oom it? THE BEST GUIDE AND HELP TO THIS IS 


x= A) | PRINTERS’ INK 


Then if you tell them through 
your advertisements, they r) A JOURNAL FOR ADVERTISERS. 
Sboulé know, shoulda’t they? : Published by George P. Rowell & Company, 
You. 10 Spruce St., New York City. 
There are some advertise. [> amet 
meats more bappily constructed It is the Advertiver’s Oracle. He consults it 
and do aye 9 good in — L) when he wants information about the Science of 
than others, aren’t there? Advertising. He studies it when he needs assist 
Teo iS ance in Advertisement writing. He adopts its 
That's the kind you want? methods and maxims when he would avoid the 
Yes. indeed experience of the novice. In short, he finds in its 
Then hints as to constructing issen and “ Ready-made Ads” every help 
just such advertisements would uires. 
be of much service to you? Printers’ Ink, like t search light, illu- 
Yeu. . minates the whole field. °o rete meso 
— in ice of issue the best a i 
men who are 








S . 
SKILLED IN PLACING ADVER- 
e men who write for 


hest type of excellenc. and utility in class 
[catia recognized authority on 


t te : you profs ty their teaching! Subscribe 
Sabaabes wee watlip eas tor! teed 72 1 lessons a A each one 


publiabed weekly—averages 7U 
! Fuller all, omne Basse of 16 to 1—16 of value to 1 of cost. You 
i of ceibaet ught to have it, because if you are an adver- 
ural sugges oe a tiser it “a he Ip you, = Tp business and you 
Boa need it. $2.00 now 


poutend ter eweng. dep. 1 be advanced to $5.00 
ing advertisements. : Jan. 1, 1 


your making $3,000, 
SAMPLE COPY FREE. WRITE FOR ONE. 


Address, 
PRINTERS’ INK, 
to Spruce St., 
New York City. 
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the hands of Mr. William Johnston, 
foreman of the Printers’ Ink Press. 
This vote will count but one. Every 
reader of PRINTERS’ INK is invited to 
vote, using the voting coupon shown on 
page 8, signing and dating the coupon 
and sending it in a sealed envelope, 
addressed to PRINTERS’ INK, New 
York. 





THE TINE 
WILL COPE! 


When tite art of 


ADVERGISING 


Is considered art D 
essential part of a young man’s practica] 
Aducation and a most essential requirement LSS ESS SE SS ISS SONS SSG 


OF SUCCESS. 


Pripfers’ Ink, 


a weekly journal for advertisers, is the 
standatd publication in this country— 
perhaps on the globe—to teach the practi- 
cal value of judicious advertising. 

Printers’ INk’s teachings have stood 
the -honorable test for 30 yeart, and its 
authority is recognized every day more.and 
thore. Ltery ,—— man weeds it For 
himself, and should present to his some a 
year’s subscription. §2 copies a. year, 
evefy one an educational helper, a gener: 
ator of BUSINESS IDEAS, BUSINFSS 
SENSE, BUSINESS HONOR, BUSI- 
NESS COURAGE, and 


BUSINESS PROSPERITY. 
$2.00, per yar. Samples Free. 


Address-PRINTERS’ INK, : PRINTERS’ INK ! 


10 Spruce’ St., Nex York. 
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, CONSTRUCTED 
ADVERTISING 
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FOR BAIT. 


The successful business man never casts 
an empty hook into the business stream ex- 
pecting to meet with success. He adver- 
tises. Advertises wisely, continuously. 
Some men (unsuccessful ones) advertise 
very extensively and fail in the results. It 
requires ‘‘ Know How.”’ If you desire to 
learn how to successfully advertise your 
business, be it great or small, wholesale or 
retail, become a student of 
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the “Little Schoolmaster’’ on _ business 
angling. Thirty years’ experience in writing 
advertising for others who have succeeded 
in every line of business enables its publish- 
; ers to teach you. 

reproductions, have been selected as & _ Published every week, 40 to 60 pages, 
representing the best to be selected out £2 a with hints, experiences and sample ads 

ar sally " ; = > ¥< rom expert writers. f 
of each weekly round up. A fewothers % The ‘Retail Advertising Dep’t,” by 
are also shown which were thought to 2] Charles Austin Bates, sparkles with ready- 
be close rivals to the ads selected. made ads and timely suggestions for the re- 

" : am oe tail merchant. 

Before the final award there — Printers’ Ink is for the merchant and 
actly three more Sppesweniuss for en- ; manufacturer alike. Learn how to advertise. 
tering into the competition, but PRINT- £2] Get a sample copy for the asking. 

ERS’ INK desires at a ee a The subscription price is but $2 per year now} 
from its readers and pupils which one ge after Dec. 31st, 1895, it will be $5. 

of the nineteen candidates already & 
> . ore . . ’ 

listed is the general favorite. The * Printers’ Ink, New York, 
Little Schoolmaster has made his own %& 10 SPRUCE STREET, 
selection and his vote is the first on & 
record. It is sealed and placed in t2yayzaaaaaaaBaDAoDosDoaN 
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PRINTERS’ 


The conditions of the competition 
INK Vase, as orig- 


for the PRINTERS’ 
E 





Acquire 
Advertising 
Knowledge 


As knowledge in every other pur- 
sait is acquired—by looking up au- 
thoritives on the subject, redding 
what they have tosay and stadyiog 
the proposition. Begin by thinking 
where to find this wisdow and end 
by reulizing that the brightest 
thoughts on advertisine, based on 
the experiences of the best and 
most successful advertisers and ad- 
vertising experte in the country, 
are contained in, and can be hati 


By 
Reading 
Printer’s Ink 


the ‘* Liule Schoulmaster”’ in and 
the authority ou the Art of Adver- 
tising, the subscription of which 
will be $5.00 per year after Dec. 31, 
1895, but can be had now for $2.00 
for one year or $10.0U0-for five yeare, 
by sending to Geo. P. Rowe, & 








Co., 10 Spruce Street, New York. 
406 v> 





inally set forth in the adver- 
tisement inviting competition, 
are these : 

The ad-smith desiring to compete 
shall prepare an advertisement, such 
as he believes calculated to cause a 
reader to become possessed with a 
desire to subscribe ) om Printers’ Ink 
—The Little Schoolmaster im the Art 
of Advertising. 

He shall cause the advertisement 
that he has prepared to be inserted 
in some newspaper or periodical. It 
does not matter in what paper or pe- 
riodical it appears, who owns it, or 
what its dummleaien or influence ; the 
only point insisted upon is th at the 
ad-smith who prepares the advertise- 
ment shall cause it to be inserted in 
a newspaper or periodical of some 
sort. 

The ad-smith competing shall send 
by mail a marked copy of the periodi- 
cal in which he has caused the adver- 
tisement prepared by him to appear, 
said copy to be addressed simply 


PeAgres deere erks irre ders 














(Care st oebtrwbirerereir 


INK. 


PRINTERS’ No. Spruce St., New 
York. 

The ad-smith shall also cut out a copy of 
the advertisement prepared by him and send 
it ina sealed rue , under letter postage, 
addressed to the elites of Printers’ Inx, 
together with his own name and address, and 
the name and date of issue of the paper or 
periodical in which the advertisement has ap- 
peared. 

The editor of Printers’ Inx will, on his 
part, receive the advertisements and papers 
sent as above and take due note of each. 

In acknowledgment of and partial payment 
for such advertisement submitted, a coupon 
shall be sent to the ad-smith by return mail, 

ood for a copy of Printers’ Ink, to be sent 
am one year to any person whose name is 
written across the back of the coupon when 
returned for redemption. 

In Printers’ Ink every Wednesday the 
best advertisement that has been submitted 
up to date of going to press will be repro- 
duced, together with the name of the ad- 
smith by whom it was prepared; the name 
and date of the paper in which it appeared 
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Ink, 10 
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SKILLFUL SAILING 


has brought many an unseaworthy bark 
safe into port. Advertising knowledge 
skillfully directed has not only saved 
many a business venture trom disaster, 
but landed it on the highway of success. 
Beginners in publicity seeking, should 
follow in the footsteps of the successful 
tor these swear by and stay 


WITH 


veterans, 


the “LITTLE SCROOLMASTER” m and 
the authority on the Art of Advertising, 
the subscription price of which will be 
$5.00 per year after December 31, 1895, 
but can be had now for $2.00 for one 
year, or $10.00 for five. years by sending 
to GEO. P. ROWELL & CO., 10 Spruce 
Street, New York Sample copy free 
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will also be stated, and two coupons, each 
good for a five years’ paid-in-advance sub- 
scription to Printers’ Inx, will then be 
mailed, one to the ad-smith and the other to 
the advertising manager of the paper in 
which the advertisement had insertion. 

In each issue of Printers’ Ink between 
August 14th and December rrth, these repro- 
ductions will continue, and with the appear- 
ance of each issue, two coupons, each good 
for five years’ subscription to Printers’ Ink 


best for each one of the nineteen weeks, and 
half-tone portraits will be exhibited of the 
twelve ad-smiths who are adjudged to have 
produced the best twelve advertisements, out 
of all that shall, up to that time, have been 
submitted ; and to each one of these ad-smiths 
shall be forwarded a Printers’ Ink Souvenir 
Spoon, together with a letter, signed by the 
editor of Printers’ Ink, setting forth the 
story of the competition. 

Of the twelve papers or periodicals in 
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| SAMPLE. | 


FOR Two 
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Good to Bearer 


Payable, if presented before January Ist, 1896, by a 
year’s subscription to 


PRINTERS’ INK 
9 
A Journal for Advertisers. 
To be sent to the name and address 
back of this due bill, 
Void if not presented at the office of PRINTERS’ INK, 
No. 10 Spruce St., New York,within the time specified. 


Dollars. 


written on the 
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to any address written on the back of the 
coupon when returned for redemption, will 
be duly forwarded, one being for the writer 
of the advertisement for that week and the 
other for the business manager of the paper 
or periodical in which it appeared 

In the third issue in December (December 
18) there will be published in Printers’ INK 
the names and addresses of all the ad-smiths 
who have produced the advertisement thought 


which these best twelve advertisements ap- 
neared the six that are credited with the 
Seagest circulation in the American News- 
paper Directory (1895) shall each be entitled 
to a full-page advertisement in PrinrErs’ Ink, 
to be used when wanted (before April 1st, 
1896), free of charge. 

In the issue of Printers’ Ink for December 
25th the advertisement which is thought to 
be the best of all shall be reproduced, to- 











yo Sample. 


Payable by a 











Good to Bearer 
For TEN DOLLARS 


to be sent to the name and address 
written on the back of this coupon 
from date of presentation ,. 


& 


subscription to 
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gether with the name of the ad-smith who 
constructed it and the paper in which it ap- 
peared, and 
On that date 
The 
Printers’ Ink Vase, 
Suitably Inscribed, 
Will be forwarded to the ad-smith 
Who shall have thus been 
Shown to be 
Entitled to 
Receive it. 

Every ad-smith will make up his advertise 
ment in his own way, will give it such space 
and display as he sees fit Every competitor 
will be entitled to a year's subscription t 
PRINTERS’ INK, as part pay for his advertise 
ment, even if he does fail to secure the Vase 

Any person connected with any 
newspaper, w ho may now desire to 
obtain one paid-in-advance subscrip- 
tion to PRINTERS’ INK, may prepare 
and print a short account of this com- 
petition, from the story as told here, 
and insert the same in the paper (any 
paper), exhibiting as a part of the ar- 
ticle the advertisement thought by the 
writer to be the best of those here 
shown—or a part of it—and mailing a 
copy of the paper to PRINTERs’ INK, 
New York, and who will also cut out 
the article which he has prepared and 
printed and send it sealed, under letter 
postage, to the editor of PRINTERs’ 
INK, stating name of paper and date of 
appearance ; may receive in payment 
for all the service enumerated one 
coupon entitling the bearer to a paid- 
up subscription to PRINTERS’ INK for 
the remainder of the century—from 
now to Jan. 1, 1901. If the writer 








INK. 
G 





MR. BUSINESS MAN: 


If you could increase the trade- 
producing power of your adver- 
tisements, at a mere trifle of ex- 
pense, would you do it? 

You can if you will, by read- 
ing Printers’ Ink. 


INTERS’ INK 


Is a weekly journal (of fre om 48 
to 64 pages), devoted exclusively 
to telling advertisers how to get 
the greatest returns from their 
advertising outlay 

The subscription price is 


00 A YEAR. 


After December 31st the price 
will be $5.00 a year; but you 
can get it for as many years as 
you choose for $2.00 a year, if 
you subscribe NOW. 

A special y ee artment of ready- 
made, trade-bringing ads, which 
you are at liberty to use, is one 
of the weekly features, which 
alone is worth $100 of any man’s 
money. 

It is brimful of original ideas 
for the advertiser. 

It’s the new ideas that make 
advertising pay, and PRINTERS’ 
Inx will keep you supplied with 
new ideas for the trifling sum of 


4 Cts. A WEEK. 








It will pay you to send fora free 
sample copy. Address 


PRINTERS’ INK, 
10 Spruce St., New York. 





VOTING COUPON TO BE MAILED TO PRINTERS’ INK, NO. 10 SPRUCE 


STREET, NEW 


YORK. 





The undersigned has examined the nineteen advertisements intended to 
induce readers to subscribe for PRINTERS’ INk, as reproduced in the Nov. 20 
issue of that paper, and is of opinion that the one designated by the letter 





Fill in here the letter 
designating the advertise- 
ment preferred. 


is the best. 





Ment —.... 


Street and Town-— 


State 





Write name 





PRINTERS’ 


PLAN WELL YOUR WORK, 
WORK WELL YOUR PLAN. 

No plan of conducting a successful 
business is complete unless it includes 
a wise and liberal use of printer's ink 
in the form of advertising. 


Few business men have the nat- 
ural ability, or necessary time 
to write advertisements that 
will both attract attention and 
sell goods. 


Just here comes in the help of 


Printers’ Ink, 


A weekly journal of practical plans for ad- 
vertisers in every line of business. 64 to 80 
pages every week, filled with the experience, 
advice, profitable methods and valuable hints 
of many successful advertisers. Professional 
ad writers contribute to every number. 

The ready-made ads (adapted to every 
business) are alone worth the subscription 
price. Employer and employee will alike 
find profit and pleasure in studying its pages. 


Better send for a sample copy—free 
Subscription is now $2.00 a year, after 
Dec. 31st, 1895, will be $5.00. Though 
it can be had from now for as many 
years as you choose to pay at the 
$2.00 rate. 
Address 

Printers’ Ink, 10 Spruce St., 

New York, N. Y. 





Printers’ Ink 
Helps... 
Advertisers! 


It’sa wally journal, furnishing you 


with practical advice, and reliable in- 
formation, about every detail of the 
business of advertising 

Enables you to profit by the experi- 
ences—and adopt the methods—of suc- 
cessful advertisers, as it gives complete 
information about every way of adver- 
tising which they have found to be 
feasible and profitable. 

Instructs you—and exemplifies—how 
to write advertisements that will sell 
goods; or the *“* Ready-Made Ads” it 
contains can be used to accomplish the 
same object. 

Contains timely hints about medi- 
ums, tending to aid you in selecting 
profitable ones to advertise in. 

Subscription price Now, $2 a year; 


it will be $5 a year after December 
Sist, 1895. Sample copy free. 


10 Spruce Street, New York. 
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chooses to try his hand at constructing 
a better advertisement than any here 
shown the same will also have consider- 
ation as a competitor for the Vase. 

It has been observed in other com- 
petitions of this sort that the winner 
is not always a professional! ad writer. 


J 


rinters’ Ink 
ae 


IS THE ‘‘ BUSINESS END” 
OF ADVERTISING. 








Advertising 





IS THE ‘‘ BUSINESS END ”’ 
OF BUSINESS. 





Printers’ Ink is the name of a journal 
published in the interest of business peo- 
ple. It treats advertising—the “* business 
end ”’ of business—in a practical manner. 
It is contributed to by men who make ad 
writing a profession, and also the fore- 
most advertisers in America. The ex- 
periences of these men, concentrated into 
a volume, must be, and is, beneficial to 
every business man. There is not one 
issue of Printers’ Ink which does not con- 


tain 
HINTS IN 
MODERN ADVERTISING, 


consequently every Issue is of benefit to 
every advertiser. Mr. Business Man, 
you must not consider that because your 
ads are well constructed there is no 
need of reading Printers’ Ink. There is 

always room for advancement in — 
thing. Printers’ Ink is published to ad 
vance advertising, and it gives you full 
value in knowledge of the art. Let your 
ads be up-to-date and they will sell goods. 
Send for sample copy—it’s free. 


After Dec. 31, 1895, the 
Subscription price of Printers’ Ink 
will be advanced to $5 a year. 

If you subscribe now, or before Decem- 
ber 31, you will have to pay only $2. The 
better way is to send a check for $10, 
which pays your subscription up to rgor. 


GEO. P. ROWELL & CO., 
10 Spruce St., 


NEW YORK. 





The ads sent in, and not the writers 
of them, is what is being considered. 
Up to date, of the several hundred ads 
that have already been received, the 
majority are of jair class, and many of 
real excellence. The competition inci- 
dentally illustrates the wonderful num- 





10 


ber of good advertisements that can be 
obtained by inviting them in the pages of 
PRINTERS’ INK, and promising to make 
known the successful competitor in 
PRINTERS’ INK, and to exhibit therein 
the specimen of his work which has 
won him recognition. It also illus- 


PRINTERS’ 


INK 
of persons who were successful in a 
former and similar competition (see 
page 11) show that it is to the young 
man that the best prospect lies open. 
The five young men whose portraits 
are given in connection with this article 
were the winners in that competition. 


The original eighty-page pamphlet, 
giving an account of the former com- 
pétition, is still to be had on applica- 
tion by postal card. Address all com- 
munications to Editor of PRINTERS’ 


L 


trates that the ability to write good 
ads is more common than the advertis- 


K 
Pe tS a a Se eh a aD 


Your business will show signs of 
decay unless you push it with 
the BIGHT kind of advertis- 
a wa. oe «eee « « 


To Make 
a Rabbit Pie: 


You remember the old recipe for a rab- 
bit pie—“ first catch your rabbit."” Same 
way with building up a Trade pie—you 
business people must first catch your rab- 
bit—that is, you must lasso the public eye 

Now the public eye has been hunted so per 
sistently that it’s getting wary and hard to 
catch ; doesn’t yie’ fa to old stereotyped forms, 
and has even learned to avoid many of the 
modern traps and devices. 

But you must catch it or there’s no pie 
for you. Do you want to know how? 
Then 


Printers’ Ink”’ 


is what you want. 

PRINTERS’ INK is a weekly trade journal de- 
voted exclusively to catching the public eye. 
There are professional experts in this line of 
business, and PRINTERS’ INK gives you the 
service of the best of ‘em. It places their 
methods and ideas at your command. It 
gives you fifty-two lessons a year, and not 
only TELLS you how, but sHows you how to 
advertise successfully. 


In short, it beats the rabbit pie recipe, 
because it 


Tells You How 


to catch your rabbit. The cost is a mere 
trifle. By simply adding two dollars to 
your annu al adv — expense acc ount 
you may make that ac bercilng effective 
and change it from the loss to the profit 
side of the ledger. 

Two dollars a year is the price of PRINTERS’ 
lnK now. After January 1, 1896, it wiil be 
eo yest, but until that time subse riptions 
will be taken for one year or five years at the 
$2.00 rate. Of course now a the time 7 sub- 
scribe. Address RINTERS’ IN 
New ¥. ork 


PRINTERS’ INK 


PPP PLL LPL INS 


Published by Geo. P. Rowell & 
Co., 10 Spruce Street, New York 
City, will call on you "ey, its 
48 to 80 pages . 


FILLED TO THE BRIM WITH 


the BRIGHTEST ideas of master 
minds in the advertising field. 


TRADE BRINGING IDEAS!!! 


Such a handy size, too, you'll 
carry it in your pocket and be 
pulling it out every spare mo- 
ment, only laying it aside for the 
next number. Your address on 
postal will bring sample copy, 
next step _ name on raed 
Costs now 


tion list. 
eo 
Will soon be 5.00 


Well worth $100.00 


you'll say after seeing it. 


2 
: 
: 
2 
: 


10 Spruce St.. 


Want a sample copy ? 
Your address, please. 


ru VY YY oe Se ee eS a) 


ing world is inclined to believe. In 
addition, it shows that the work of 
PRINTERS’ INK in discovering and 
making clear the rules and foundations 
upon which all good advertising rest 
has borne excellent results. 

The pictures printed on another page 


Ink, No. 10 Spruce street, New York. 

Newspaper men who have space to 
spare may be interested to know that 
Mr. Chas. J. Zingg of Farmington 
Me., who, up to the present time, is the 
only competitor who has the distinction 
of four times producing an advertise- 
ment that was decided to be better than 
any other sent in for a week, writes to 
PRINTERS’ INK that he is now willing 
to prepare an advertisement for any 
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PRINTERS’ 


paper, no matter how small the cir- 


culation, provided the advertisement 


which he furnishes will be carefully 


nition 
self is 


submitting one 


INK. II 
Zingg asks for him 


opportunity for 
efiort 


All 
the 


Mr 
additional 


more in compe 


set by the publisher of the paper in tition for the vas« 


accordance with Mr. Zingg’s direc- 


tions. His advertisements will occupy 


Phe the 


following testimonial to 


a single column and not exceed six value of PRINTERS’ INK was written 


BB, G- 
H. P. 


McGowan, 


BROWN 


inches in length. The newspaper sup- 
plying the space may (Mr. Zingg 
have all the coupons forthcoming, in 
addition to the full page in PRINTERS’ 
INK, should the advertisement and 
other conditions exhibit the qualities 
requisite to win the necessary 


says) 


rec og- 


W.F 
B. M 


BRAND, 
Mosgs. 


by the late E. C. Allen, of Augusta, 
Me many hundred 
thousand dollars in paying for news- 
paper advertising, and accumulated a 
great fortune from the results of his 
outlay. At the time of writing this 
testimonial Mr. Allen was himself a 


who expended 
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successful publisher and in receipt of 
a large income from advertisements 
inserted in his own publications. 

So thoroughly did Mr. Allen 
lieve in the capacity of PRINTERS’ INK 


be- 


M 





his knowledge cannot 


and makes 
The wise merchant, 

about advertising— 

is the sunshine that 


let him study 


It contains the best 


the most practical 


and marvel at its cheapness. 


It will cost 10 cents a copy 
after December 31, '95. 
It is cheap at that price. 


Published every Wednesday. 
Write for sample copy—free. 





to benefit advertisers that he, at his 
own expense, paid for complimentary 
subscriptions in the names of four thou- 
sand of his own advertising patrons for 
the last two years of his life, present- 


The intelligent farmer 


reads Agricultural journals ; 


make rain faJl or sun shine, 
but it helps him in his work, 
a better farmer. 


if he would learn more 


and judicious advertising 


makes business grow— 


PRINTERS’ INK. 


advertising thought, and 


business wisdom of the day. 
It will stimulate your zeal 
in the right direction, and 
make you a better merchant. 


You pay 1o cents for a literary magazine, 


Printers’ Ink costs 4 cents a copy Now. 
4 


A good thing is worth getting now ; 
now is the time to get it at $2 a year. 


10 Spruce Street, New York City. 
AE TRIER 8 8 RENIN 


INK. 


ing it as a sort of premium or recog- 
nition of patronage, in the belief that 
its perusal would result in inducing 
more advertising and more intelligent 
advertising. 
ESS AND FAILURE AMONG 
ADVERTISERS 

a Recent statistics, accord 
ing to Bradstreet’s Com 
mercial Directory, show tha 
in all lines of industri n life 
more than four-fifths, or over 
eighty-two per cent, of " 
who failed in business in the 
United States were brought 
to that condition primarily 
because of lack of equip 
ment, either natural or a 
quired, mental or financial, 
or through lack of special 
education in their respect 
ive lines of trade 

It is clear and plainly evi 
dent that poor and super- 
ficial preparation for busi 
ness life is the one great 
weakness of our present in- 
dustrial training—the broad 
est of all avenues le 3 to 
failure. It is this lack of 
proper equipment which 
causes certain advertisers 
to fail, while others gradu- 
ally work their way to emi 
nent success and great 
wealth. The great study 
with the advertiser, there 
fore, should be how to start 
right, how to go on right, 
how to constantly keep fully 
equipped. 

,> ae is a science 
What would be thought of 
a young man or youth who 
developed a genius for 
mathematics, said: “] 
will not study arithmetic, 
or algebra, or geometry. I 
will not give time to the 
teaching of the professors 
and masters of das great 
science, but I will work all 
out for myself, arriving at 
better methods through the 
power of my own intellect 
and genius.”’ However great 
his natural ability, he could 
not progress far in a life 
time. But if he availed him 
self of the knowledge left to 
all as a heritage—treasure 
accumulated by thousands 
of great minds in the years 
and ages past, then might he 
become great in the pro- 
found science, and possibly 
renowned through some ad 
vance or improvement or 
simplifying of method 

The same holds true in the 
science of advertising ; the 
man who becomes great in 
it must possess genius of a 
certain description; and he 
must ever be a student—first to secure the 
wisdom of the past and present. Second, to 
keep in the van, to be a leader in the rapid 
march of progress. 

As the ordinary youth readily learns 
enough of mathematics to very well serve 
the purposes of ordinary business life, so 


whe 
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Printers’ Ink 


just one copy of it—convinces 
you of one fact—that there is 
NO business that is not open 
to improvement. For— 
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And the better and newer it 
is the more trade it brings. 


Printers’ Ink makes it plain enough that profits from — er- 
fising, rightly done, are sure and heavy. It gives ac s of 
“how they did it,’ written by advertisers who have won v vast 
wealth. it shows that brains, not money,.is what does it. It 
gives you FACTS—the results of the past—to work on 

It tells just those-things you are so anxious to know, and 
find so hard to learn. It is authority on circulations of papers, 
and what tields they cover. It touches on many things besides 
mewspaper advertising, in fact, the 40 to 60 pages of this weekly 
journal are invaluable to merchant, manufacturer, and profes- 
sional man alike. It runs a special department for retailers, full 
of bright, up-to-date hints, and “Ready-Made "’ Ads that are 
wonderfully helpful. It tells promptly of novel ways of 
winning trade,so you can adopt them while new. It saves 
you from the worthless schemes of fakirs. It is not only 
an aid for beginners, but is more carefully studied by the most 
experienced advertisers than by anyone else 

It still sells at its old price of $2 a year, though it has grown 
past the $2-a-year stage, and in 1896 will be $5 a year. - Dur- 
ing the rest of this year there is a Special 
Chance to get it at $2 a year for as many 
years as you please—$10 will procure it for the rest of 
the century, if paid before January 1,’96. After that, $5 a year 

A sample copy can NOW be had for the asking 


PRINTERS’ INK, 


10 Spruce Street, NEW YORK. 


LECCE 


KRKKEKEKKEKEK KEKE 


V 
y 
y 
y 
y 
Vv 
z 
y 
V 
y 
V 
¥ 
y 
y 
y 
y 
v 
¥ 
4 
Vv 
v 
v 
y 
¥ 
y 
v 
y 
y 
y 
v 
v 
y 
y 
v 
v 
v 
Y 


@< 





14 


may the ordinary advertiser succeed moder 
ately well with the same half-careless study 
and the same lack of genius. 

Hard, patient work accomplishes 
In one sense industry and res 
parents of genius. Thus, advertisers 
out much genius, who study 
moderately, succeed fairly, whik 
have natural genius in a high 
who will not work to learn from 
almost invariably fail. But great success is 
the result of the happy union of natural 
genius and careful, patient study and investi 


gation. 


much 


arch are the 


§ 


cap get it; and what price they must 
These facts 


advertisements correctly written « 


the vight, 


Ic 


suggestions to the man who is williog 


ie full of 


advertisers, the advice 


contributed to |e pages every week 


A sample copy 
whole story 
Vec. 3ist, 1895, 


Address Printers’ Ink, 
Spruce Street, New York, N. 


x 
x 
x 
x 
x 
x 
x 
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Printers’ INK, ae wockiy. mis a 
— by George P. Rowell & 

ork 

This little magazine is an educator; it 
teaches the science of advertising. From an 
editorial standpoint it is able. Its contributors 
are, in the main, the most successful adver 
tisers and advertising experts. Its adver- 
tisers are very largely the ablest advertising 
agencies and the liveliest and most valuable 
advertising mediums. Its proprietor is that 
pro ressive, thoughtful student and teacher 
of the science of advertising, Mr. Geo. P. 
Rowell, who for twenty-five years conducted 
the well. known advertising agency bearing 


PRINTERS’ 


Sh MO 


A Sure Uay to Get 
Otber People’s Moncey 


Is to have something the people want, and to 
pay for 
toid eimply, plainly 


will as surely bring you money iw eachange for sour 


If you lack the skill, 


of professivnal ad 


Subscription price is now 82.00 a year. 


it will be $5.00 


10 


INK. 
Ihe reader is constantly br 
with many of the brightest 
ablest minds who are interested in advertis- 
ing Such interch ange of th nught means 
constant progres 

t is an exchange for the 
science of advertising through 
gether, in free the 
As a publication, calculated to successfully 
educate and develop the advertiser, it stands 
entirely unequaled and unrivaled, in this or 
any other country. Issued weekly, its teach 
ing and influence are contint i the 
read thus are men guided pe 


Pe gs 


5 
5 
% 


his name 
in mtact 


omotion of the 
bringing t 


discussion, ablest minds 


us on 


and devel 


let them koow you have it, where they 


aod honestly through 


placed in vhi mediuime, 


goods as that the day succeeds 


or bavn't the me Ww write unwary 


drawing ads., you will Gnd a wondrous belper in 


PRINTERS’ 


An illustrated weekly journal of 64 to 80 pages, devoted tw 


INK, 


the theory and practice of 


advertising, and to the bent interests of advertisers everyw! 
bright 


to profit by the 


ideas lane aud he 


of su 


eaperience 


writers and the magy ready made ade 


The old and eaperienced advertiser will also find much to 
please and profit him in the weekly visits of the “The Little Schoo 


to be had for the 


i Master 
asking ~—vill tel) you the 
After 


but you ¢ap have st from 


now, for se many yeers a8 you care to pay. 61 Lae $2 00 rate 


¥. 
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almost without realizing it. This continuous 
education means continuous progress for the 
great field of advertisers. Do not understar 
me as saying that all wisdom in the art is t 
be found in this magazine ; but I do say that 
more is to be found there than in any other 
single channel in the world. The chart is 
little thing, but on it muc h of the safety 
the mariner depends. PrinrEe NK is the 
chart or guide.to whom many advertiser 
already owe much of their safety and success 
For twenty years I have constantly adver 
tised. Successful at the start, through th 
value of an original, popular idea, I was weak 
enough to fancy that I knew something about 
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And says nothing is gen- 
erally regarded as the 
= model of diligence and 
dogged perseverance 
He usually makes a 
Se living, sometimes man 
sis ages to lay by a little 
for a rainy day; and if 
he encounters no seri 
ous ill-luck, may some 


day become the happy 
possessor of an humble 


little cottage; but 


The Man Who Blows His Horn 


With discretion and 


telligence, is the fellow 


vances nv 


\ wealth, until, 


poverty to 
eventual 
ly, he retires to spend 


\3 his dechning years in a 


mansion. Judicious ad 


vertising is discreet busi 


ness horn-blowing, and ‘ga __ : 


Qeawe- 
you may become a past jeay “dia 
ao 4 

master in the mt by ‘ 


studying 


| Printers’ Tnk, 


A weekly 


live men who desire to make every cent ex 


te 


murnal, of convenient form, for 
pended for advertising do its full duty 

If you are a shrewd advertiser, you are a 
subscriber; if you are got, you shoule be 
The brightest men ia the advertising and 
business worlds contribute to Paix rers’ Ixk, 
and also acknowledge their indeltedness to 
, for many valuable suggestions. It 


excellence, 


THE CLEARING HOUSE 
FOR BUSINESS IDEAS. 


Sample Copy Free. Subscription Price NOW 
$2.00 a year for as long as you like 
Alter Jan. fst, 1896, $5.00 a year 


PRINTERS’ INK, 


; 10 SPRUCE ST.. 
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advertising. 
1ousand dollars in 1872 
pression on me, to the 
nothing 
learn the art, and 
study, 
ranks 
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The loss of over one hundred 
made a profound im- 
effect that I knew 
about it. I went to work to try to 
by constant endeavor anc 
I have been able to hold a place in the 


f success 


iS 


Why You Should 
Subscribe For 
Printers’ Ink 


a weekly jo urnal for advertisers. 
PRINTERS’ INK gives you a correct idea 
yw to improve advertising methods, 

keeps you in touch with what business 

men do—and, what is more important, 
how they are doing it. 

It advocates the fundamental prin- 
ciples of business life. 


HONESTY, 
PERSEVERANCE, 
ao METHODS. 


Printers’ Ink teaches to write terse, 
logical—straight from the shoulder— 
English 

Experienced business men accept it as 
an authority on any subject it handles. 
A study of its 50-60 weekly pages keeps 
you abreast with the growing art of ad- 
vertising. 

It helps on the right road to success— 
helped others—can help you. 

No man knows all—Pxrintrers’ Ink 
doesn't—but it is the center of so many 
bright minds who accumulate for you an 
amount of useful suggestions you never 
thought of 

It would be prudent to subscribe 
NOW at $2 per year for any number of 
years you choose to prepay, for after 

ec. 31st, ’95, Five Dollars will be re- 
quired to prepay for one year. Sample 
copy for the asking. Write NOW to 

Geo. P. Rowe. & Co., 

Publishers, 
ro Spruce St., New York. 
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Could I have had at that time such a maga- 
zine, such 
teacher and educator as PrRinTERs’ 


an exchange of thought, such a 
Ink, I 


think I should have saved over one hundred 


th 
sh 
worry and care as the 
The reader doubtless 


usand dollars in 1872. I also believe 

ild have made more money, and with less 
years rolled by. 
infers that | would 


pay a very high price for Printers’ Inx if 
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necessary. I would pay one thousand dol- 
lars a year for it if it could not be sec ured f 
less, simply because | believe it to be w 
more than that sum to me in my ee bey 
The successful lawye r studies the Law Re 
porter, the successful physician and su rg reon 
the Medical and Surgical R and the 
successful advertiser Prinrers’ Ink. 


R 





How Money Spent 
For Advertising 


investment 


Can be made a profitable 
is the object lesson taught by 


Printers’ Ink, 


the weekly journal, the best manual for 
advertisers on this — Bright thoughts 
and timely hints from the most experi- 
enced minds of practical advertisers and 
specialists of successiul publicity give the 
paper a value far beyond its price. It es 
unexcelled by any other publication. 

{you are interested in advertising to 
any extent, subscribe for it NOW at $2.00 
per year, for any length of time you like 
to prepay. $10.00 pay for F 24 EY weer 
NOW. After December, 31st, 1895 
scription would cost you FIV E DOLL ARS 
for NE YEAR / 

Write for free Samples to 


PRINTERS’ INK, 
10 Spruce St , New York, 


Mistake not, reader. This article is not 
intended to flatter and does not flatter Flat- 
tery imitates as nearly as possible the form 
of honest, deserved merit, and the one is only 
too frequently taken for the other. Happy 
are those whose keen perceptions enable them 
to clearly distinguish the true and substantial 
from the false and hollow. E. C. ALLEN 


PRIZE AD—16TH WEEK. 

In the sixteenth week of the com- 
petition for the PRINTERS’ INK Vase, 
twenty-nine advertisements 
ceived in time for consideration and 
report in this issue of PRINTERS’ INK. 


were re- 


INK 


Of all these the one here reproduced is 
thought to be the best : 


Money Spent 
For Advertising 





Should be a profitable investment. 
turn out to be a paying 
failure, that depends on how well you 
informed on the art of advertising. 


Printers’ Ink 


a weekly journal for business pouste, is 
ways up-to-date and devotes its wh 


of modern publicity 
are after the condition of success. 
formed advertisers are 


m th ods and discarding the old ones. 
paper as to ways and means to 
tising pay 


liable teacher to the novice 
the experienced— ke at 


IDEAS BEGIN TO LAG. 


Its so-6o weekly 





pages of informati 


equally useful to retailer and wholesale: 


are at your service, prepaid, for only 


Two Dollars per Year 





if you subscribe NOW for any number 


years you like to prepay. 
FIVE DOLLARS 


will be the regular subscription 
Dec. 31st, 1895 
Write for free sample copy t 
Geo, P. Rowett & Co., Pub 
ro Spruce St., New 





This advertisement was written by 
Mr. — J. Zingg, of Farmington, 
Me., and appeared in the Rossville /n- 
dependent, of Rossville, M., of Oct. 31 
In the original it occupied 2!5x§ inches 
In accordance with the original offer, 
a coupon entitling the holder to a paid- 
in-advance subscription to PRINTERS’ 
INK from date of presentation to Jan. 
I, 1go1, the beginning of the twentieth 
century, has been sent to Mr. Zingg, 
and a second coupon of the same clas 
was also sent to the advertising mana- 
ger of the /ndependent. 

oo — 

ADVERTISING does v when intelli 
gently carried on and backed up by 
business management.—Lowe 1 Daily ( 
ier 


nder 


It ma 
investment—or 


le ti 
to point out the profits able ways and metho 
Accurate informati 
Well-i 
always ahead of cx 
petitors by timely adopting new and bett 
Print 
ers’ Ink has proven to be the best informe 
make adve 
It has demonstrated to be a 1 
a helpmate 
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have means with which 
to buy 


HOLIDAY 


GIFTS 


Have you any to offer ? 


Sun readers cannot be reached 
by an advertisement in any 


other newspaper. 


eR ) 
e 
G 


. THE SUN... 


New York 
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ORAL OOO 
—_* 
Away Up 


¢ in Duluth and 
( West Superior 


( I have some very fine electric cars 
-—that is, I have the advertising 
privileges. These are live local- 


ities. If you want something 


¢ larger 
Minneapolis & St. Paul 


¢ are near by. 
I would like to have your ad in 
all—you have well-known compan- 


ions—they think it pays. Sup- 


pose you try and see. 
O88 2eoed 

( Geo. Kissam, 

( 460 Temple Court, - = Minneapolis, Minn. 
23200838808 


13,000 Cars. Only One Rate. 


eeeecr cw 
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Be SSSSq2oeesHeeeeee 
Don't 
Forget 


that real advertising, real 





display, square dealing, liberal treatment are 
play 5 


peculiar to the 


BROOKLYN L. 


Do you want to do business with originators 


or imitators ? 


Just look in one of the Brooklyn 
L’s cars and see unavoidable adver- 
tising—also unapproachable—and 
the price for 286 cars is $100 per 
month, 16x24 inch card. 


The pioneer elevated road to be equipped with 
advertising racks 16 inches in height. 
I Lead, 
Others Follow! 


¥ 
GEO. KISSAM, 


No. 35 Sands Street, | Postal Telegraph Bldg., 
Brooklyn. New York. 


EPA! 
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Fiime & eating 
AME ORTUNE 


LINK YOURSELF TO 
‘The Monarch of the World’s Rural Press,”’ 





Farm and Fireside 


Through the media of Attractive, Catchy Ads and 
FAME AND FORTUNE will both be yours SURE. 


Let us have your order for space NOW, and thus 





be able to bask in ‘the radiancy of hope” which 
looms up on the horizon of the future. The harvest- 
ing of phenomenal crops presages wonderful activity 
in all lines of trade. 


Join the procession and secure your share of the 
harvest. 





We have bought the subscription list of THE CLOVER LEAF, 
AND NOW 


“cireutation of LQ QQQ COPIES EACH ISSUE 


AS FOLLOWS: 
Copies in the Eastern 7 { 2 Copies in the Western 
5 Edition O 5 Edition, 
0 Copies in the New York Copies in the Illinois 
5 Farm and Fireside «& & Farm and Firesidze 


With more than 1,500,000 regular readers. 


2.2 Lower than any other first-class rric ural Paper, 
Advertising Rates Low | CIRCULATION CONSIDERED” 
SEND FOR ESTIMATE. 
MAST, CROWELL & KIRKPATRICK, Publishers, 
Springfield, Ohio. 
EASTERN OFFICE: WESTERN OFFICI 


Times Buitpinc, New Yorx City Monapnock Biock, Cuicaco, ILL. 
(Joseph W. Kennedy.) (C. Heber ‘lurner.) 
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These Figures 


tell a true story that 

can hardly fail to 

interest and impress advertisers. 
During the past 12 months, 
ended October 31, 1895, 

Dry Goods merchants used 


advertising space in 


The Mail and Express 


amounting to 

183,237 agate lines, or 
1,779 columns. 

During the same period 

the same class of advertising 


in our next competitor amounted to 


only 1,241 columns. 


Excess in The Mail and Express, 
55.414 agate lines, or 
538 columns. 


This remarkable showing 
Emphasizes again the supremacy of 
The Mail and Express as 

the advertising medium 
of the metropolis for 

Dry Goods Merchants who seek the 


custom of the best class of buyers. 
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THE 
“ARENA” 
GUARANTEES 
ADVERTISERS 
THE 
RIGHT 
KIND OF 
CIRCULATION 


Be sure THE ARENA is on 
your list for 


... 1896... 
eer? 


FRANK D. BIGGS, 


3 UNION SQUARE, N. Y. CITY. 


SSVUUUUUUUENGGAUOOGGAUOOEGAUOOOUOGOUOGUUOOGOOUOOGAOGOGOOOUESOOUAGOOUOGOOOOOOOUOOOOUNGGGDOOOOOOUOGODOOOOUOEGOOUNEGOUEOOOUOOGOOUOOOUOOGOUEOEOOOUOOOOOUEOOU OOOO 


S2)UAUNNUAUNAANANLIAAUNNUIINT 











PRINTERS’ INK. 
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PRICE REDUCED FROM $5 10 $3 PER ANNUM. 


we 





The ARENA 


e>18969 


Will be Stronger, Abler and More Attract- 
ive Than Ever. 


A Few Eminent Thinkers Who Will Contribute Papers to the December, 
January and February Issues of the ARENA: 


Rev. Minot J. Savage, Prof. Frank Parsons, 
Edward Everett Hale, Postmaster-Gen’!I Wilson, 
Rey. Lyman Abbott, Rev. John W. Chadwick, 
Justice Walter Clark, LL. D., Prof. Geo. D. Herron, 
Helen H. Gardener, U.S.Senator [Marion Butler 
Prof. Thomas E. Will, A. M., Horace Traubel, 
Prof. Richard ‘i’, Ely Frank B. Sanborn, 
Rev. Samuc! Barrows, D.D., Prof. Mary L. Dickinson, 
Dr. John Clark Ridpath, the Historian. 

The ARENA is not a Hearse, but is recognized as the leading Liberal, 
Progessive and Reformative Review in th English-speaking world. 

The ARENA is a magazine which no person can afford to ignore if we 
would keep up with the struggle of the progressive party in America.— 
WILLIAM T. STEAD, ia English Review o/ Reviews. 


Any person sending ro cents and mentioning Printers’ Inx will receive 


THE ARENA. 


ad 


Arena Publishing Co., Copley Square, 
Boston, Mass. 


a sample copy of 


TLL . 


= 














PRINTERS’ INK. 





A GREAT PROBLEM 


27 | 1,679,855 
62.2162 


The divisor represents the number of issues during 
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October; the principal represents the total issue 
during the month, and 


62,2163 


Was the Average 
Daily Circulation of 


The Chicago 
-[)ispatch 


By Joseph R. Dunlop. 


OE ining sere eee ee 


IR PESTA AEF SP 


The sum total is that it reaches the masses in and 
about Chicago. 


R. A. CRAIG, Eastern Representative, 
41 Times Bldg, New York City. 
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CHICAGO NOTES, 
Cuicaco, Oct. 17, 1895. 

Editor of Printers’ Ink : 

Among various oddities observed here late- 
ly in the advertising line were the following : 

Below the dial of a large clock displayed 
prominently on the exterior of a big cone 
ment store is the statement: “* This clock 
may stop, but A. M. Rothschild & Co. will 
never stop iving best value for the money.” 

A men’s furnishing store announces itself 

ni Furnishers to H. R. H., the American 
citisen.’ 

A certain make of umbrella is labeled 

* Born in Baltimore—raised everywhere.’ 

"The Sterling Clothing House offer a bi- 
cycle to the boy who will write the best de- 
scriptive article on their boys’ department. 

e Star Accident Association advertise 

their new liberal policy by saying: ‘* Have 
you awheel? You break tan m we do the 


Restaurant keepers could get some good 
advertising pointers here. A cafe in the Y. 
. C. A. basement has signs out daily. 

Among their many sayings are: 

“It’s a matter of taste, your luncheon ; 
it tastes better at White's cafe.’ 

“This is the weather for an appetite, and 
this is the place to satisfy it. 

“Worry never did anything but harm, but 
work counts, if properly directed and you 
get the right sort of noon- oe —— 4 

Geo. E. Kipp. 


but 


oo. oo 
IN BOSTON. 
Boston, October 15, 1895. 
Editor of PRinTers’ Ink: 

One of the most persistent advertisers in 
Boston is Robinson, furniture dealer. Every 
fall he gives away a turkey to each pur- 
chaser of arange. He has a window now in 
which roost several fine, big, bronze-feathered 
R. I. turkeys. If it is true that a man is 
known by the company he keeps, Robinson’s 
“ gobbling up ”’ of the stove trade is accounted 
or. Browne, Horton & Co., in the same line 
of trade, are offering this fall a barrel of 
Columbia flour with every range sold 

Raymond, who runs the oddest kind of a 
bargain store on Washington St., had a big 
sign out last week, thus: 





DON'T GUESS!! 


Please see WHAT is 95 cts, 





Effective, if defective in grammar. 

In looking over a few copies of British 
trade journals, I noted that one had an in- 
sert of two sheets of thin blottin paper, 
having a calendar of the month, and a print- 
er’s adonthem. One had a 15-page ad con- 
taining 12 full-page half-tonesinit. The third 
had 36 pages of reading matter, and 68 pages 
of ads in color, and for British work, very 
fair, though years behind what we commonly 
do here. E. L. Smrrn. 

a ee 
IN WEST TROY, N. Y. 
West Troy, N. Y., Nov. 12, 1895. 
Editor of Prixters’ Ink: 

A local store dealer’s window contains a 
stove, around which are stacked 256 loaves of 
bread, baked with a Sterling Range in nine 
hours, while inside a baker is busy giving an 
actual exhibition by baking a ond of flour 
into bread with 10 cents’ worth of coal. 

F. G. MacomBer, 


INK 25 
IN TROY, N. Y. 

Troy, N. Y., Nov. 8, 1895. 
Editor of Printers’ Ink: 

The Troy daily papers never carried so 
much deghy advertising as at present. 
Neither were there ever so many merchants 
using column and two and three column 
spaces. Two years ago not one of Troy’s 
liverymen advertised regularly. A new- 
comer started i in business, advertised with the 
catch phrase, “* Every horse a good one,”’ and 
now there are seven advertising liverymen in 
Troy. One enterprising tailor here watches 
the papers for the names of new arrivals at 
the hotels, and then sends each guest an in- 
vitation to call and have his “pants pressed 
for 15 cents while you wait.’ 

The telephone company lere is deriving a 
revenue by ies its poles for advertising 
purposes. All the large poles have been 

eagerly taken. One restaurant keeper pub- 
lishes every morning his bill of fare in the 
daily yaper 

In the windows of Goldstone Bros.’ cloth- 
ing store is a board on which are displayed 
signs announcing coming social events. In 
most cases, the announcements thus made are 
those not chronicled in the papers. So pop- 
ular have these bulletins become that mem- 
bers of societies bring in their announce- 
ments unasked, and the bulletins are always 


E. WILLIAMS. 


full and are eagerly scanned. 
J 


NOT LIMITED BY DISTANCE, 
Office of 
J. Ancus MacDona.p, 
Advertising Writer. 
1412 Home Life Insurance Building. 
New York, November 11, 1895. 
Editor of Priwtvers’ Inx: 

As an evidence of the wide reaching in- 
fluence of the “ Little Schoolmaster ”’ 1 might 
say that among the several letters I have re- 
ceived in relation to my mail-order article in 
feng Inx, of Sept. 25, is one from Mr 
J Williams 4 Charlotte St., Manches- 
ter, "Engl and rr Williams is at the head 
of an immense mail-order department over 
there. He has over 8o assistants and distrib- 
utes 400,000 circulars per annum. 

Right here I wish to thank Priwrers’ Ink 
for bringing me into relationship with such 
an influential mail-order man, at such a dis- 
tance, too. In all it is evident to me—from 
my experiences East and West--that Print- 
ERS’ Ink has acirculation and influenceamong 
business men that knows no limits by dis- 
tance. . Ancus MacDona.a. 


———+or— 
IN THE METROPOLIS. 
New York, Nov. 10, 1895. 
Editor of Printers’ Ink: 

McCann, the hatter, has on the “ L” road 
signs the picture of a very aristocratic-look- 
ing man, presumably a prosperous mer- 
chant or banker, who wears one of McCann’s 
hats, with the legend: “*McCann’s hats. 
Good enough for Aim.” A. B.C, 


-o; 
PAYING AND GETTING. 
New York, Nov. 12, 1895. 
Editor of Printers’ Ink: 

I think the way the morning /ourna/ char- 
acterizes itself as very clever. It says: “You 
can’t get more than all the news. You can’t 
pay less than one cent.” 

James R, Lawrences, 
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The Leading 
Republican 
Newspaper 


iS) 


of the State of Ohio is the 


CINCINNATI 
COMMERCIAL 
GAZETTE 


It stands fearless and foremost as the advocate 
of protection to the home industries on which 
Cincinnati’s prosperity depends. No other 
paper has such popularity and high standing in 
Cincinnati and the State of Ohio. No other paper 
has so much value to advertisers in this field. 


Sample copies, advertising rates or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg.,New York. 1320 Masonic Temple, Chicago. 
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OUR POST-OFFICE, 

W. H. Hoxie, editor of the Adams County 
Gazette, published at Corning, lowa, 
been indicted by the Federal Grand Jury in 
Council Bluffs for sending out s 
extra copies of his paper as part of 
lar circulation and not as marked cx 
National Printer-Journalist 

If he sent them as sample copies, 
with a view of securing subscriptions 
or advertisements, the proper rate of 
postage would be one cent a pound or 
about forty dollars. If he sent them 
to fill an order or contract made with 
outside parties then the correct postage 
would be one cent a copy or four hun- 
dred dollars. If outside parties brought 
in the list and said to Mr. Hoxie 
** Look here ! you ought to send a copy 
of your paper to all these forty thou 
sand people ; they all ought to sub- 
scribe ;’’ and Mr. Hoxie thought the 
scheme a good and decided to 
carry it out ; then forty dollars was the 
proper amount of postage for to 
pay. If Mr. Hoxie announced this 
intention it would be quite proper for 
him to accept a special article to be 
inserted in that particular issue and to 
charge for it any fair price to be — 
upon—say four hundred dollars or 
thereabouts. But if tl 
sample copies should be made a comdi- 
tion of the order, then, on account of 
that condition, the right postage to be 
paid would be four hundred dollars 
Would it not be well get rid of a 
law that tends to every newspa- 
per man to perpetually wonder whether 
he is a thief or an idiot? Hoxie is in- 
dicted by the grand for mailing 
40,000 copies, and another Iowa pub- 
lisher habitually mails 400,000 copies 
of the same sort, year in and year out, 
and the post-office takes no note of it 
although familiar with the facts. 


has 
Me 40,00 


the regu 
ples 


one 


him 


his sen oo 1e 


to 


cause 


jury 


p, publisher of the Chicago 
andi ted by the Federal 
z improper literature 


J we R. Dunk 
Dispatch, has been 
Grand oe for sending 
through the mails 

The indictment was based on the massage 

parlors and similar advertisements contained 
* the Dispatch. Mr. Dunlop takes the posi 
tion that there must be a strange conflict be- 
tween federal and municipal laws when the 
general government can be induced to inter 
with a newspaper in its publication of 
advertisermants of resorts anh rized by the 
ity government. Mr. Dunlop furnished bonds 
in the sum of $2,000, his sureties being ex 
Mayor Washburne and Henry Siegel of the 
firm of Siegel, Cooper & Co.—Ch: “ag » Com 
mercial Union, Oct 1895 

Mr. Dunlop's success in obtaining 
the aid of the Post-Office Department 


in advertising his paper is a shrewd 


fere 


3I, 
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well calculated to arouse in the 
people at large a warm interest in Chi- 
daily. What a delightful 
employment for a federal grand jury 
this reading weighing all the ad- 
vertisements of baths and massage in 
Chicago’s favorite home newspaper, 
and deciding which is really in- 
tended for the young and athletic, and 
which actually does appeal to the old 
and rheumatic. Our Post-Office is 
surely doing a great work in suppress- 
ing accounts of church fairs and other 
objectionable newspaper literature. 


move, 
cago’s pet 


and 


one 


Accord 
Office 


ing to the requirements of the Post- 
Department we filed our application 
first the Oregon Progress 
admission into the mails at regular news- 
paper rates, and waiting for nearly a 
month, with it any apparent ——e and to 
ir great surprise and discomfo we are in- 
f rmed by the Department that ‘ae Oregon 
Progress is denied admission into the U. S. 
mails as second-class matter, thereby denying 
us newspaper rates, although no particular 
reason is given for such action. We are there- 
mpelled to continue paying a rate of 
$8 per hundred pounds each issue. This, of 
course, is pean on us at this time, 
it we h ype to be able to gain admission as a 
newspaper at ne wopaper rates, and also to 
meet our patrons promptly and cheerfully ; 
and tn the meantime try to ascertain the 
grounds up ich we are dented our righ 
—Oregon Progress, Portland, Oct. 18, 1895. 
INK 
pro- 


with the issue of 


tor 
after 


fore « 


a heavy 


To postal reformers PRINTERS 
would respectfully the 
priety of such changes in the law, or 
the practice of the Post-Office Depart- 
ment, as would enable a publisher or a 
r to decide whether the prop- 
charged on a hundred 


suggest 


postinaste¢ 


postage to be 


pounds of newspapers is one dollar or 
and what it is that makes 
If this can- 
accomplished without submit- 


eight dollars, 
the seven dollars difference. 
not be 
ting the officials at Wash- 
ington, what a boon it would be if 
officials would state the reason 
for the seven dollars difference in such 
a way that an ordinary postmaster or 


publisher can comprehend it. 


case to the 


these 


n effort being made to have the 
postage rate for second-cines matter raised 
from one cent a pound yme are in favor 
of a rate as high as eight cents, but about 
half that rate is more popular. There is a 
wide difference of opinion as to whether the 
rate ought to be changed or not The Edito 
believes that it would be a benefit to 

country publisher to have the rate raised 

higher rate would tend to weed out the cheap 
papers and magazines that make no effort to 
get pay from subscribers, but who depend 
entirely upon advertising for subsistence. A 
higher rate would be a death blow to many 
{ the cheap semi-weekly editions of daily 
with which the country paper is com- 


The 


There is a 


papers, 
ing more and more into competition. 
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country publisher has nothing to fear from 
a higher second-class rate so long as the /ree 
county distribution is maintained.—The 
Nebraska Editor. 

If there is any reason why a news- 
paper should be carried in the mails 
free, or at less than cost, that does not 
apply just as strongly to the rate for 
carrying letters, PRINTERS’ INK does 
not know what it is. Surely it would 
be better to adopt a schedule of charge 
on newspapers that a publisher or a 
postmaster can comprehend, and thus 
avoid the delay and vexation of corre- 
sponding with the Department, where 
no really great surplus fund of informa- 
tion has ever yet accumulated, and 
where such as exists is not, in point of 
lucidity, quite up to what mght be 
hoped for, 


The office of Third Assistant Post- 
master-General is an important one to 
those who have to do with newspapers. 
Practically, the affairs of that office, so 
far as they appertain to postal facili- 
ties extended to newspapers, are con- 
ducted by two routine clerks, by name 
Fountain and Davis. The Third As- 
sistant Postmaster-General, who is an 
officer appointed by the President, 
signs his name to decisions made by 
his experienced aids who were in office 
before his appointment and will be 
there after-his incumbency has been 
forgotten, and that is about all he 
knows about matters over which he is 
supposed to exercise a supervision. 
The way decisions are arrived at in 
his office has been characterized as fol- 
lows : 

The practice of the Post-Office Department 
is to take two publications and rule one out 
and the other in, and no man can tell why 
one was ruled out and the other ruled in.— 
William M. Springer, of Illinois, in the 
House Committee of the Whole, April 6, 1894. 

The law with regard to second-class matter 
is being construed by the Post-Office Depart- 
ment not in a liberal but in a narrow way. 
The Department is on record as desiring to 
contract the present legal rights of publishers 
by the repeal of certain laws now existing in 
their favor, and it has repeatedly made de- 
cisions which are, to my mind, in contraven- 
tion of existing law.—Lemuel E. Quigg, M.C., 
and Editor of New York Press. 

It has been demonstrated that it is futile 
for a citizen to apply to the Post-Office De- 

rtment for such information as will enable 

im to conduct his business operations in 
conformity to the law, the practice in such 
cases being to decline conveying any informa- 
tion. — E.x-Congressman and Congressman- 
Elect Amos ]. Cummings, the first Editor 
of the New York Evening Sun. 

In a recent case a publication which 
had been approved by the highest 
authority in the largest post-office in 
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the country was excluded by the De- 
partment before a copy had ever been 
seen in Washington. The local post- 
master could see no reason for the ac- 
tion of the Department, and an ex- 
perienced attorney who examined the 
case and the law could find no reason 
whatever for the exclusion, nor could 
he obtain any from the Department. 
A companion of one of the above- 
mentioned clerks has been known to 
approach a publisher who was in diffi- 
culties with the Department and offer 
to fix the case for a money considera- 
tion. This condition of affairs has 
existed for many years and will doubt- 
less continue to exist for many more. 


Book News, entered August 29, 
1882, at the Philadelphia post-office as 
second-class matter, Hon. Timothy O. 
Howe being Postmaster-General at 
that time, is issued by John Wana- 
maker, once Postmaster-General him- 
self, and then and now a dealer 
in many sorts of merchandise, 
among which he makes a specialty of 
books. Book News for November, 
1895, contains 97 pages of reading 
matter appertaining to books, has 32 
solid pages of Mr. Wanamaker’s own 
advertisements all in a bunch, and 
about an equal number of other adver- 
tisements. Book News is a useful 
publication, and no unprejudiced per- 
son would call it a house organ, but 
the question might arise in some minds 
whether a similar publication would be 
allowed to go through the mails as 
second-class matter if published by 
anybody else than an ex-Postmaster- 
General. Certainly it is very difficult 
to draw the line between the legitimate 
and illegitimate publication without 
a risk of doing wrong somewhere. 


aie ant 
SOME GOOD ADVICE. 
The successful merchant is he who is gov- 


erned by business principles. He insists on 
others meeting their bills promptly, as he does 
his. He will not undertake an order that 
there is not some profitin. You might as well 

et right down to rock bottom first as last. 
a your expenses down to the lowest 
economical point and get right down to the 
lowest notch in buying and manufacturing ; 
then, if you are underbid, find out how it is 
done. If your competitor cannot buy closer 
or work cheaper than you, then he is losing 
money and cannot last long. Do not take 
work at a loss, with the intention of making 
it up on future business, because the custom- 
er who buys from the lowest bidder is sharp 
enough not to let you get even. The way to 
success is a difficult road to tread at the com- 
mencement, but pursue the path honestly 
and with the best intentions, when all that 
is desired will be attained.—Pager and Ink. 








PRINTERS’ INK. 


and incantations won’t work in advertising. Adver- 
tising is not chance or mystery. It is science. The 


people who know the most about advertising—the 


people who have had the most experience in advertis- 
ing—are the people who will do the most work and 
get the best results in advertising. For thirty years 
we have been studying advertising. For thirty 
years we have been planning and executing some 
of the most successful advertising that has been 
published. We have better facilities and a better 
system of work than any other agency. We pay 
the spottest of spot cash to publishers and it gets 
us the lowest of rates. We ask for your business 
on a plain, common sense business basis. 


The Geo. P. Rowell Advertising Co., 


10 Spruce Street,. New York. 
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$10.25. 


ARE NOT AS 
USED TO BE. 


WHY PROFITS LARGE 


rHEY 


As an illustration of at what 
prices goods may be bought now adays, 


PRINTERS’ INK shows here a reduced 


PRINTERS’ 


low 
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In every line of business this condition 
The surprising figures at which 
our advertiser, Mr. Jonson, offers to 
sell printing inks for cash in advance 
are not more amazing than this bill 
for envelopes, and the goods he deliv- 
ers are just genuine. It not 


exists. 


as is 





WORCESTER, MASS. «f S 2a G8 


4 1895 +42 
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Man LP thine ok 


AM, WiLL ENVELOPE COMPANY, 


ae 


KOC 


size half-tone picture of a manila en- 
velope, the original of which is 6 
inches long and 3% inches wide. 
Of these envelopes twenty-five thou- 
sand are to be obtained, high cut, 
gummed, printed and delivered, all 
for ($10.25) ten dollars and a quarter. 


every printer who would care to do 
the presswork on these envelopes for 
than ten dollars. It should 
borne in mind that they were made 
order in Worcester, packed In 
as usual, and these boxes packed again 
in a big box, and all shipped by rail 


less be 
to 


boxe S 
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to New York, delivered, cartage paid, 
on the sidewalk at No. 10 Spruce 
street. It is no wonder people find it 
hard nowadays to make money in a 
manufacturing business. 


7 


CLIPPING BUREAUS. 


The clipping bureau is a very recent 
invention. Mr. Frank A. Burrelle, it 
is believed, claims the honor of being 
its inventor. At first it used 
principally by politicians, who desired 
to know what was being said of them 
Then writers and scientists began to 
see that it could be made useful to 
them in supplying facts and data for 
their work. Latterly advertisers have 
been using it quite extensively. The 
manufacturer of baby carriages, for in- 
stance, sends to the clipping bureau 
requests for all clippings relating to 
weddings that have occurred ; news of 
newly-discovered clay-banks goes t 
brickmakers seeking new locations ; 
and so on. The 
new customers are thus secured with 
no effort and little expense on the part 
of advertisers. Trade papers also use 
them, for their 
ployment of an 
who, with the greatest industry, could 
not clip as many items as can the clip- 
ping bureau, with all the newspapers 
of the world from which to glean. 

Newspapers are usually glad to put 
the clipping bureau on their lists free, 
since it results in making them widely- 
a form of advertising that is 


was 


names of possible 


obviates the em- 


editor,’ 


use 
‘*exchange 


quoted 
apparently valuable, to judge from the 
large number of standard publications 
that make an effort to obtain it. 

The usual price of clippings is five 
cents each, although concerns 
supply them as low as one cent each, 
and, so far as known, give just as good 
service as those that charge five times 
as much. Some bureaus devote them- 
selves to certain portions of the 
country, while others cover the whole 


some 


country. 
The clipping bureaus 
PRINTERS’ INK are 


known to 


3urrelle’s Press Clipping Bureau, Western 
Union Building, New York 

Chicago Clipping Bureau, 36 La Salle street, 
Chicago, Ill 

Southern Clipping 3ureau, Atlanta, Ga 

The Press Clipping Bureau, 68 Devonshire 
street, Boston, and 78 Park Place, New York 

Henry Romeike, 139 Fifth avenue, New 
York City. : 

American Press Association 


Park Row, New York, 


sureau, 


MILLIONS. 
ONE THOWSAND TIMES ONE THOUSAND. 


The A. N. Kellogg Newspaper Co. 
publishes the following ingenious argu- 
ment for advertising in the A. N. Kel- 
logg Newspaper lists : 

**One Million. Can you grasp the 
immensity of these figures? Do you 
know that it would take you days 
to count that number—working much 
harder and faster than you or any one 
else ever worked before? Well, it 
would. 

**We all get used to speaking of big 
figures without a realizing sense of their 
monstrous proportions. ‘* Yes”—you 

‘*T’ve told you that more than a 
million when you know ‘‘a 
hundred would be nearer cor- 
Perhaps less. 

‘* But there are instances where these 
enormous figures are absolutely neces 
facts For ex- 


an 


say 
times,” 
times’ 


rect. 


sary to express actual 


ample : 
‘* The product of coal in this country 


for 1895 will be over 200,000,000 tons. 
We'll have coal to burn. 

‘According to statistics the United 
States exports for 1895 will amount to 
$228,611,000, being $44, 892,516 great- 
er than during any other year in the 
history of this country. An era of 
prosperity is at hand. 

‘*Now,suppose you could count one 
| second, and keep it up continually 
10 hours a day, it would take you 24% 
years to number all the readers reached 


by the 


Besides : 


per 


wise advertisers in Kellogg’s 
Lists, because 

‘* The aggregate yearly circulation of 
those newspapers is This 
enormous publicity, coupled with a 
very low rate, explains why advertising 
pays in Kellogg’s Lists. Do you want 
some 


2900 79 
320, 7 70,000, 


— 
MERCHANTS’ BEST FRIENDS. 

Be it remembered that newspapers are the 
merchants’ tried and true mediums for adver 
tising. Use them largely if not exclusively. 
Programmes, circulars, novelty and house 
*schemes”’ are seldom if ever of any 
value as advertising media The original 
** pay-lead ”’ of the advertising mine lies in the 
‘veins ’’ of the newspaper—country as well 
as city.—Aeystone 


Ir is reported that the publisher of the 
Fourth Estate objects to Printers’ Inx’s 
recent estimate of its subscription list— 
** Probably about a thousand He detests 
that word “* about,”’ and is said t« 
that omitting the “‘about”’ and substituting 
hundred would hit the nail on the 


assert 


seven 
head 
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Charles Austin Bates 


Plans, Advice, Writing and Illustrating for Advertisers. 


1411-12-13 Vanderbilt Bldg., N. Y. 









| Piano Ads 






A 
i For three years I have been writing the ads of the 
: best piano house that I know of in any place. I have, perhaps, a 
t dozen other clients in this line. For nearly two years I conducted 


a department called ‘‘ Hints for Advertisers” in the Musical 
Courier, the leading musical trade paper of the world. I have 
hundreds of letters from piano dealers telling me that my advice 
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+ and suggestions help them in their business. Now, I want to do 
ij business with these people and others. Any retail piano dealer 
i who would like to know just what I can do for him can find out by 
y sending $3 for 4 ads and 4 illustrations. If he has ever had ads 
é from me before he cannot have them at this price. The offer is 
’ made solely to show samples of my work to those who haven't 
f seen it. My price for such ads, on a yearly contract, is $6 per 
: month, in advance, for weekly advertisements ; $30 per month, 

- in advance, for daily illustrated ads. I can give any piano 






dealer in America better ads than he has had. I am just as posi- 
tive about this as I am that I breathe. Send $20 and | will send 13 
ads and 13 cuts. 


Crockery and 
Glassware Ads 


Crockery and glassware are nice things to advertise — profit 
able things to advertise, if you know how to do it. I got my 
practical experience in this sort of thing while I was advertising 
manager for a at pyro: store whose crockery and glassware 
department carried a stock of about $25,000, and sold about a 
thousand dollars’ worth every week. I know the kind of ads that 
sold goods in that store. I know the kind of goods that other 
clients of mine told me sold goods in their stores. I know the 
goods themselves pretty thoroughly. I can do good work for any 
man inthis line. I will send 4 ads, with an illustration for each 
one, on receipt of $3. This offer is made only to those who have 
never had samples of my work. It is made in the hope that it will 
result in a yearly contract at the rate of $6 per month for weekly 
illustrated ads, or $30 per month for Sesty tihescsoned ads. I will 
only work for ene man in each town in this line. The man I work 
for shall have the best ads in the town, 


Shoe Ads 


ts I know shoes from the tannery to the feet. I know 
how leather is made and what makes it good or bad. I know how 
N shoes are made. I have been writing shoe ads for seven or eight 
} 


















years. For several months I managed the selling in a shoe stock 
of about $30,000. _I know the kind of ads that will bring business 
on shoes. When] offer my services to a shoe man I am not offering 
him an untried experiment. I know before commencing work that 

my ads are going to please him, and that they are going to help 
se 










a I shoes. Any retail shoe de: aler who will send me $3 will receive 
i 4 ads and 4 illustrations. This is just exactly half the regular 
; price. The offer is made only to those who have never seen my 
’ work, and no man can have more than four ads at this price. The 





regular — for weekly illustrated ads is $6 per month, in advance. 
Daily illustrated ads are $30 per month, in advance, Weekly ads, 
without illustrations, are $4.25 per month. 






PRINTERS’ 


** CATCH-LINES.” 
Nev 


MORE ABOUT 
Brook yn, N. Y., 
Editor of PRinTERS’ iNK: 

Mr. Cohen, in a letter to PRT ERS’ INK ad- 
vocating thé use of catch-lines. says that the 
supporters of this kind of advertising have 
remained silent during the ridicule of some 
persons who decry the use of catch-lines. 

I do not know if this is so, but it is cer- 
tainly very foolish of any advertiser or reader 
of advertising to condemn the use of good 
catch-lines. They are more than half the 
battle. They attract attention through the 
eye and induce perusal of ads that would 
otherwise remain unnoticed. 

Mere display does not always secure a 
reading. If the first words are dull and com- 
monplace, no interest whatever is awakened 
in the reader’s mind—he passes the big type 
by because the words are unattractive ard 
vapi 

Sut there is a great art in selecting catch 
lines. It requires a deep and broad knowl 
edge of human nature, and a facility for not 
only keeping tab on current events, but for 
turning ben dexterously to account. As 
veneral rule, the briefer a catch-line is the 
ester it attracts; but it shouldalso be re 
membered that, while a catch-line is meucA, it 
isn’t a/?. It should have some relative bear 
ing on the matter that follows, and that itself 
must be bright and pointed, or the expectation 
created by the “ eye-catcher "’ will be chilled. 

Mr. Cohen is right in supposing that, con- 
trary to popular opinion, everybody can't 
think up a good catch-line. In fact, those 
who can are not numerous But the most 
surprising feature about catch-lines is that 
the ad-writers with the greatest reputations 
are the least successful im producing this im- 
portant part of am ad. Of course they do 
not think so, and possibly they do not know 
it. Their failure chiefly comes from a want 
of appreciation of the importance of head- 
lines. niN C. GRAHAM, 

— . a 
ADVERTISING BY PARODIES. 
Brooktyn, N. Y., Nov. ro, 1895. 
Editor of Printers’ Ink: 

A writer in Prinrers’ INK suggested, some 
weeks ago, the advisability of advertising by 
means of popular songs, and gave some 
sample parodies on “‘Sweet Marie” anc 
other popular lyrics. The idea has been put 
to practical use long ago by a New York fur- 
niture house. 

Popular parodies are used by this firm in 
the mediums which seem most appropriate 
for such advertising—music hal! and theatri- 
cal programmes. I give a sample of the ad- 
vertising alluded to, presenting only one 
verse and chorus for lack of space. 

The well-known “Sidewalks 
York” is treated in this fashion. 
used last spring: 


10, 1895. 





Tis now in merry springtime that loving couples 
nate 


n 
And furnish flats or houses according to their 
Instinctively they are certain along Park Row to 


wa 
And aay ‘their Soete and chattels from the best 
in New Yo 
East 3 os west side, of around the towr 
B. M. COWPERTHWAIT & CO. win credit and 
renown ; 
Seven stores together on Park Row as you walk, 
Policemen will direct you on the sidewalks of 
New York. 


j.c. 


INK. 
BOOMING, 
Editor of Printers’ Ink: 

There are many cities and towns all over 
the United States that are so enterprising and 
= lic-spirited that, under the auspices of a 
»oard of trade or commercial club, they pre- 
pare and circulate printed matter pertaining 
to the advantages of the place. But all the 
advertising done in this manner cannot equal 
that which is given to the world, day in and 
day out the year round, by the wide-awake 
press 

Recognizing the worth of 
tice, the city of Buffalo, 
clerk, had printed last year a manual de 
signed especially to procure editorial com- 
ment, and the widespread and favorable 
newspaper mention it received from the press 
encourages the city to enlarge on the same 
idea for this year 

In Tacoma, Wash., a 
offered for the best essay written describing 
the advantages of that seaport. The writer 
of the article thought to be the best received 
the award. The distribution of this little 
book, which was a typographical gem, re- 
sulted in numberless complimentary notices 
from newspapers everywhere. 

A newspaper publisher was appealed to 
lately to run an ad in his paper for entry in 
the Printers’ Ink prize contest. He willingly 
gave the space, but with the understanding 
that, if the ad won, and his paper received 
the $100 worth of advertising, the page was 
to be used in booming his town, merel 
mentioning his paper. He claimed that, w ith 
the character and extent of such a circula- 
tion as Printers’ Ink has among the best 
business men, the benefit derived from adver- 
tising any city could hardly be estimated. 
Marciz Bowman. 


a newspaper n 


through its city 


prize of $500 was 


<-o 
IRON BEDS FASHIONABLE. 

Burra.o, N. Y., Nov. 6, 
Editor of Printers’ Ink: 

Buffalo is considered headquarters for 
iron bedsteads The fancy filigree of some 
of them would artistically grace the bride’s 
boudoir at Blenheim. It took years of con- 
stant and persistent advertising to prepare 
Americans for such an innovation in house- 
hold furniture. 

People had become so accustomed to the 
cabinet chamber suits, with bed to match, 
and the box-like arrangement for tucking the 
coverings in, that the housewife only shud- 
dered at the thought of replacing this high- 
ly ornamental structure with one of these 
cold iron frames, even if it was painted white 
and glistening with polished brass knobs. 
Just here the power of the press stepped in, 
and with honied, humorous and hearty ham 
mering this great prejudice was overcome 
and it was a triumph for printers’ _, 


MAKING 


13895 


Some advertisers keep everlastingly at it, 
but in the wrong way—they run everlastingly 
the same old ad. — J Zinger. 


Classified “Advi ertisements. 


Advertisements under this head, twolines or more 
without display, 25 centsa line Must be 
anded in one week in advance 

WANT: 
T= YANK, Boston, Mass., 
wants ads. 
PT ons holiday souvenir. Costs $1; makes $0 
Plan I@c. Cir’r free. THE ADAGE CU., Boston 


100,000 monthly, 





PRINTERS’ INK. 


W? ANTED—By Western evening paper, an Al 
foreman ; ew first-class, artistic ad man 
“D, P.,” Printers 
PV BCONsIN AGRICULTURIST, Racine, Wis. 
Advertisements at 20 cents a line for 25,000 
circulation, guaranteed. 


WANT to represent papers of fairly good cir- 

culation. Send copy of paper and write for 
further particulars. Can give valuable service 
“F. D. B.,” care Printers’ Ink. 


HANKSGIVING cuts for newspapers and ad 

vertisers. Something new and attractive 

send for proofs. HARPER ILLUSTRATING 
SYNDICATE, Columbus, Ohio. 


|: *XPERIENCED pressman, who has had entire 
charge of a leading daily, desires a similar 

position after January Ist. Excellent references. 

Address “ PRESSMAN,” care Printers’ Ink. 


I OLIDAY illustrations for newspapers and ad- 
vertisers. Pages, borders, friezes, headings, 
cartoons and advertising cuts. La st 
issued. Send for proofs. iy 
TRATING SYNDICATE, ¢ ‘olumbus, Ohio. 


DVERTIS!ING CANVASSER WANTED-—If one 
of the spry bustness-getters, attached to 
some New York advertising agency, wants to try 
the Brooklyn field for us, we will give him a 
year’s en ement on salary and commission. 
JESMOND DUNNE CO., Eagle Bidg, Brooklyn. 


N NOTICE FOR BUSINESS MEN. 
4 If you are getting out booklets, circulars, 
pamphlets, catalogues, don’t you wish a cover 
Selon of such a handsome, artistic and striking 
character as to attract such attention as not one 
- a hundred doest Original and rigs de- 
3% 


ns a Ce approval. W. MOSELE 
H il St., Elgin, I 
Go anywhere 


NV AN of 40 wants nts job. Dee. 15. 
A Served time, editorial writer, reporter, spe- 
cial writer, correspondent; never dischatged. 
Late years, other business; wants to get back. 
Original thinker, bright editorial; graphic 
write-ups ; good worker, gentlemanly reporter 
no detective. Daily paper, moderate wages ; 
weeny paper, smaller wages ; read proof, 

ks; no canvassing. Address “ M.,” Box 
Middlevilte, Herkimer Co., N. Y. 


ineev 


~~ 
PREMIU. MS. 
O° R low-priced se wing mach’s make splendid 
premiums. EX ee Y, 14 Lake 8t., icago. 


PRE SS ( CLI IPPINGS. 


SOUTHERN © LIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade journals and adv’rs. 
ELECTROTYPES. 

eoreorrrss and stereotypes, with adjust 
4 able base. Also metal and wood backed cuts 
for newspaper advertising. E. B. SHELDON CO., 

New Haven, Conn. 

+r 
P. 1 I "E R. 


M. PLUMMER & CO. furnish the paper for 
4 this magazine. We invite correspond 
ence with reliable houses regarding paper of al! 
kinds. 45 Beekman St., New York. 


> 
ESS WORK. 


you have a Jong run of presswork it will 


PR 
[* 
in t 
prices. 


pa. y —_ wes consalt us. Largest press-room 


work. Most re pasonabte 
Fe eri Bre oa, We $30 Pearl St., N. Y 


— 2 


TO LET. 
es Mt. Pleasant, Lowa. 


Wwe have for rent, at 10 Spruce St., two con 

necting offices, one large and one small 
They are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 
ing. Size of large room about 20x%; smaller, 
10x15. If wanting such offices, please call and 
talk about price, etc. Will be fitted up to suit. 
Address GEO. P. ROWELL & CO. 


NEWSPAPER INSURANCE. 

HE YANK, Boston, Mass., 

death. 100,000 monthly. 
~~ 

MERCANTILE LAW. 


(4yanace & THOMAS, Omaha, Nebraska, 

lawyers and es Collections of job 
bers handled anywhere in lowa or Nebraska 
with success; 2,000 of the leading Fastern job 
bers examine our rm Are rec 
ommended by all > best system 
of watching their trade. Write us. Reference, 
W. & J. Sloane, New York City. 

- 
ADVERTISING iGENCIES. 


STANLEY pay, ow Market, N. J. ADVERTIS 
ER’S GUIDE, a year. Sample mailed free. 


wards off business 


A NY race eA advertising agency will guar 
4 antee the circulation of the WISCONSIN 
AGRICULTURIST, Racine Wis., to be 25,000, 
K BE pp wish to advertise anything anywhere 
any time, write to the GEO, P ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 
— —_o 
BOOKS. 


( yb .D books bought and sold. Send stamp for 
list Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, Mo 
[ANGE R SIGNALS, a manual of oe magn hints 
for general advertise Price, by mail, #0 
cents. Address PRINTERS’ "INK. 10 Spruce St., 
New Yor 


I OOKS for newspaper men Name : “ Publish 

ing for Profit”; object: to teach you how 
it costs you: two bits, stamps or 
PE F’ DRS’ CO. (D), Portland, Ore. 


—-- 


to make it; 
coin, AM. TY 


FOR SALE. 


-LINE advertisement, #1. W 
SD CULTURIST, Racing, Wis. 


rT) BUYS 1 INCH. 50,000 copies Proven. 
$3.5 WOMAN’S WORK, Athens, Ga. 


‘é [* CER Seattle 


the 
Coast.” 


'SCONSIN AGRI 


has one 
Pacific 


her Post-INTELLIGE 
of the four great papers of 
Harper’s Weekly. 


I OT of cuts—zine-etchings and half-tores. A 
4 snap for publisher of juvenile or home pa- 

Stories and articles with them. GEORGE 
BeIBE L, 211 Euclid Ave., Pittsburg, Pa. 


ws TY thousand dollars will buy the only 

evening as well as only Democratic paper in 

city of 35,000. Earning from #500 to $1,000, net, 

*r month. Purchaser must have $10,000 cash. 

falance can be paid in installments of $2,000 a 

= for 5 years. Address for particulars 
. W.,” care Printers’ Ink 


“ +o _ 
ADVERTISING NOVELTIES. 


]>U8H Tom Reed! Enamel Lapel Buttons of 

the coming President. Write for pric 
Special designs made up. E. L. SMITH, odman 
Building, Boston, Mass 


memorandums — any 
size to order—7e. Ib. Embossed catalogues 
ry ialty. Send for one. GRIFFITH, AXTELL 
ADY CO., Holyoke, Mass. 


I: ‘OR the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be 
serted under this head once for one dollar 


*RADE-WINNERS and money-makers ; these 
are the qualities of our advertising novel 
the people want them. Write us for infor 
argest plant in U.8. THE CURKENT 
PUB. CO., 1026 Filbert St., Philadelphia. 


° pe BELLS” and “THE HOLIDAYS ” 

Our two fine Christmas specialties for 
advertising men, printers, merchants and a 
jectors of church and other fairs, will be splen 
did this season. Send for samples and price 
lists. CONTINENTAL PRINTING CO., Success- 
ors to J. A. & R.A. Reid, Publishers, Provi- 
dence, R. I. 


yADS—Pencil pads for 


ties ; 
mation 





PRINTE 


BILLPOSTING AND DISTRIBUTING. 


> PRINTZ, distributor of 
* 730 9th St., N. E., Washington 
( *IRCU LARS, samples and all kinds of advertis 
ing matter distributed at reasonable 
0. G. DORNER, 8 Marion St., Cleveland, O 
-o 
PRINTERS 
"AN BIBBER'S 
Printers’ Rollers. 

»* BUYS By white 6x9 circulars 
ba) 22 ELECTRIC PRESS, Madison, Wis 
T= LOTUS PRESS, 

i St. (See ad under 


Artistic 
Adv 


Printers, 140 W 
Constructors.) 


] IRINTERS—Send for our 
cat. WETTER & CO.,2%4 Morton St., B’klyn 


7 NVELOPES—10,000 srood XX white, high cut, 
$10; 5,00, 36 Printing as it should be 
STEAM SPECK, Pemberville, Ohio 


}* IR one check book, 1,000 checks, 3 deep, well 

bound, perforated and numbered, my price 
is $6.00. WM. JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., N. Y. 


1 OOK BILL-H}I 


ADS for #145. We have in 

stock a large quantity of first~lass 
No. 6 bill — Price to close only $1.45 per 
1,000, wal they last. 5,000 lots 15 cents per 1,000 
less. Woops ANSEE, Rockville, R. I 


EXD Seceneaieman right now. It tells you 
b all about our numbering machines for print 
ers. They can be used on any na s press 
They will save yotl money on every job where 
numbering is desired. J¢ BEF PH WE Tr E R &CoO., 
2% Morton St., Brooklyn, 


> —— 


1DVERTISING MEDIA. 
line YANK, Boston, Mass., 100,000 monthly. 


HOF TRADE JOURNAL, Chicago, always s¢ 
‘ cures business for advertisers. Try it 
W HY? Our circulation above the 
Maine dailies. Rockland, Meé 
] ETROIT COURIER, the farm 
nome paper in Michigan. Thir 
Ad rate 4c. line 
F you advertise in Ohio 
For pares ulars address H 
Park Row, New 
NY person adve Ttising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year 


ee 


average of 
DAILY STAR 


and village 
ty years ol« 


you will get results. 
H. D. LA COSTE, 38 


N her Post INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”--Harper’s Weekly 


I | D. LA COSTE, 38 Park Row, 
* cial newspaper representative. 
vertisers papers that bring results. 
*; all America there are only eight semi-month 
lies which have so large a circulation as the 
WISCONSIN AGRICULTURIST, Racine, Wis. 


A RE you advertising in Ohio! We invite your 
attention to the Dayton MORNING TIMES 

circulating 4,500 copies daily ; the EVENING NEW 

9,500 copies each issue, and the WEEKLY TIMES 
News, 4,500 copies; are the pepren ntative fam- 
ily newspapers of Dayton, and with their com 
bined circulation of 14,000 copies daily thor 
oughly reach the homes of that section. Dayton 
isa prosperous city of 80,000,and the News and 
TIMES are long established journals and have al 
ways enjoyed to a marked degree the confidence 
and support of the best people in Dayton. Ad 
dress H. D. LA COSTE, 38 Park Row, New York 


B® AINS,a weekly journal for advertisers. It 
> contains photographic reproductions of the 
best retail advertisements to be found in the va 
rious publications of the English-speaking world 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best ty 
pographical display of advertisements. The only 
journal in the world devoted exclusively to re. 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges 
tions for display from it wy ogee ~~ 29 
a year. Sample copy of BRAINs fre Ad 

ing rates on application. BRAINS P t BL ISHING 
CO., Box 572, New York. 


New York. Sp 
1 offer ad 


advertising matter, 


prices. 


Write 


numbering machine 


INK. 
SPECIAL WRITING. 
ee > COVY ” makes money. It pleases read 
4 ers that have ideas. It —y cire’n and 
ais. Politics to - Terms way down e) 
for booklet, etc. G - HAMMOND Newport, R. 


MAILING MACHINES 
(stamps or m. 0.) Pelham Mailing Sys 
tem and Mailer, postp’d. Prac’l; 1,000 
— writing; no type lists ; unique 
P. ADAMS & BRO., Topeka, Kan 
+o 
MISCELLANEOUS. 
N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacitix 
Coast.” Harper's Weekly. 
VV ISCONSIN AGKICULTURIST, 
Only English agricultural 
in Wisconsin Established 1 1877 


RS’ 


35 


$1.00 


hour 
address label. 


saves 2 


Racine, Wis 
paper printed 


| AM a distributor of booklets, circulars, etc. I 
put the m som — re I know they will do you 
rood work Write me 


ETER P. STEKE TEE, Gusberon, Mich 


~+- 
ILLUSTRATORS AND ILLUSTRATIONS, 
| ANDSOME illustrations and initials for mag 
azines, weeklies and general printing, dc 
per inch. Sample pages for & ae AMERI 
CAN ILLUSTRATING CO., Newark J 
)USINESS will pick up if you push it along. 
> Put more life in your ads. A little sketch 
will help ; 0 cents for a good one Write about 
it. R. L. WILLIAMS, 8 L. & T. Bldg., Wash., D.C. 


\ AKE your own cuts. We have a process by 
which you can make your own cuts in a few 
minutes time at less than Se. per cut. You can 
make any kind of a zine cut, whether an artist or 
Hundreds of publishers, printers and ad 
using it with great success, We 
mn to refer to the editor of PRINT 
Send stam, for samples and particu 
PROCESS CO., coe, Ind 
od 
SUPPLIES. 


’AN BIBBER’S 
Printers’ Rollers 


INC for etching 
York 


4 St., New 
BILLHEADS, 44x85¢, for $9.50. w IL 
10,006 COX, the Printer, Milford, 

T EWSPAPER—R ofs oF she First 
4 Write A. G. EI T &Co., 


» permissic 
’ INK 
ZIN( 


mond Gos 


BRUCE & COOK, 190 Water 


quality 
‘. hilade Iphia, Pa. 


printing 
lark St 


outfits, 
Chicago. 


Net A Foundry 
‘ ore 


type, original lers. 200¢ 
and electrotype met 
zinc plates for etching. 


517 Arch St., Philadel 


Qt=nm ITYPE, linotype 
8; copper annodes 

MER HANT & CO., Inc 

phia, Pa 

es PAPER is 
ured by the W. D 

CO., L’v'd, 10 Spruce St 

to cash buyers 


‘HE best in the world 
I m: ake 
“SN 


printed with ink manufact- 
WILSON PRINTING INK 
, New York. Special prices 


That is the kind of type 
and I can beat them all on prices 
AN, Successor to Walker & Bresnan, 
New York 

4 RTISTS’ chalk plates. We make 
4 coat old plates. Low prices 


Wi to 205 William St., 


new and re 
Satisfact ic = 
Send for price circular. BYRON 

, World Building, C eveland, © 


( ‘HALK engraving plates 
yes, write the HIRD MFG 
ors to Buckeye Chalk Plate Co 
for information which will save 
W ire making from new 
new and improved 
grade of news ink that we 
price of 34 cents per pound in barrel lots, and at 
4% cents per pound in kegs--f. o. b. Franklin, Pa., 
or New York City. Trial orders filled at 3 cents 
cod pound ; goods returnable if not found suita- 
“le, and we don’t require cash or check with or 
der, as we have faith in the ponemty of American 
newspaper publishers CLIPSE PRINTING 
INK COMPANY, LIMITED, Franklin, Pa., or 
Times Building New York City 


guaranteed 
POPE & CO 


Do you use them! 


you money 
material, and by a 
process superior 
sell at the universal 





36 
PRINTED ENVELOPES. 
P PRINTED I ay tg ES Te. Ps rM. Good qual- 
ity, s si x per 1,000. Get 
samples. KOBE sros. os Wabash Ave., Chi 
cago ; vrmaesees B16. 


ADDRESSES AND ADDRE SSING. 


ETTERS for sale or rent. Cash paid for all 

4 lines of —_ letters. Write for lists and 
prices. H.C. RUPE, South Bend, Ind. 

NARDS pers and cavelopes add 
( / leak ting ac vertisers, t Pe 1,000. W vil) x = 
space. TOWNSEND, 408 E. 22d, Minneapolis, Minn. 


8,000 SSE, 


ADDRESSES, all voters in Hardin 

County, one of the be ~4 oranenes | _ 

Ohio for $10. Just commen: Cash with « 

or will send c. 0. NTON ADV TERTISING 

AGENCY, Kenton, O. 

T= THOUSAND and one hundred bona 
fide male agents’ and canvassers’ addresses, 

classified by States throughout the U.8., for $3. 


These are men, and especially ood workers. 
Address 8. M. BOWLES, Woodford City, Vt. 


+> 
ADVERTISEMENT CONSTRUCTORS, 
Cn AUSTIN BATES, Vanderbilt Bidg, 
10 ADS, 10 cuts, $10. One ad, 1 cut, 
OCTAVUS COHEN, 335 Forest Ave.,’N 


T= only writer of exclusively medical and 
3 vertisin, Advice or samples free 
ULYSSES G. MANNING South Bend, Ind. 


« ATTRACTIVE, ‘illustrated retail ads $2. 
st service of the kind ever offered 


The 
CHARLES ir STLN BATES, Vanderbilt Bldg,N.Y. 


RIGINAL illustrated work a specialty. Writ- 

ten and printed. Correspondence solicited. 

CLIFTON WADY, Writer of Advertising, Niles 
idg., Boston. 


be tf and five illustrations for 8-page booklet 

9 a: 10, if cash comes with order 
before | Dee. 1. Ct PALS a AUSTIN BATES, Van- 
derbilt B 


KNOW of one case where my ads were instru- 

mental in increasing a manufacturer’s busi 

ness five-fold in two JED SCARBORO, 48 
Arbuckle Building, Brooklyn, N. Y. 


AMa modest help to advertisers. With your 
assistance I can make your ads better. Re- 
tail ads $1 each, on approval if you wish. CHAS. 
A. WOOLFOLK, 446 n St., Louisville, Ky. 


Ww RITE me of your urneeds. Best service given. 
Ads, booklets a yy written. Con- 
iss ad 50c. Vil help you. 

herit wins. SIG. B. SIRROMB. Kalamazoo, Mich. 


10) ADS. terse, and telling, $10. Bargains but 
guaranteed to please. Money back if oth- 
10s 8 portaities « {_meochante al devices and life 
insurance. 


WESTON, 910 G 8t., N. W., 
Washington, 


OW about Christmas! | havea Christmas 
book —_ es es moods. ane one mer 
chant in a town le for the 
ask w c HANDL rH ‘STEWS AR’ » 4114 Elm 
Ave., *hiladel 
ee DVEITISING For Retailers,” 64 pages, 25 
cen ou don’t get a quarter’s 
worth I Swill send your quarter back and you 
may burn the book. CHARLES AUSTIN BATES, 
Vanderbilt Building, New York. 


U"= December ist I will write &page book 

lets for patent medicines at each. Cash 
with order. Ido this simply to show strangers 
what sort of selling points I can weave into a 
short story. I know I'll get further orders from 
those who accept this offer. My regular fee for 
such booklets is $2 a gege,, JED SCARBORO, 48 
Arbuckle Bldg, fro! oklyn, N. 


Bay! waar a: hear from tes aihveriteens retail or 

esale—who are willing to contract for 
their aioe for six months or more at very 

1 tes, contracts to e effect Janu- 
ary Ist. Medical, educational, commercial ads 
or otherwise, except poetry. I write only what 
I beleve in. gy wane booklets should 
write me anyway ; I ‘ial good offer for 
such. If interested, address HARLES J. ZINGG, 
Farmington, 


a 


PRINTERS’ INK. 


ADS and 4 attractive illustrations for retail- 
ers, only $3. This offer is made solely for 
the ongect of getting samples before you. If you 
find that I give you what you want! reason- 


ably expect an order for a year at my regular 
Ben 52 illustrated ads, duri 


uring the year, cost 
a month, without illustrations $4.25 a month. 
JHARLES AUSTIN BATES, Vanderbilt Bldg,N.Y. 


WANT yearly contracts with bright, retail ad- 

vertisers. will work for only one man in 
each line in each town. First order gets the ex- 
clusive service. 52 illustrated ads a year, $72—$6 
amonth. 52 ads a year, no illustrations, $51— 
$4.25a month. Special offer to let you see exactly 
what you will get if you mg a ay order—4 
ads and 4 ng ened Sor # his offer is to 
only those who have never had any of my work. 
CHARLES AUSTIN BATES, Vander iit Bldg, N.Y. 


TAKE particular pains with all the work I do. 

I want my Tue to the to reflect credit upon me 
and to be of value to the one for whom it is pre- 
pared. I do not charge as much as some ad 
writers, because my expenses are not as high 
but I do ask enough to pay me for my pains an and 
the service | render. 1 cannot quote definite 
prices, but will give ree bargain prices good 
until Nov. 6th ; 6 retail ad 8, $2; circular, $2 ; let- 
ter of advice, $3. Send stamp for new booklet. 
FRANK V. STUMP, Werner Building, Goshen, Ind. 


yr can get ads at any price you want to pay 
—same way with everything else. I can 
serve any advertiser in America at the lowest 
price he is safe in paying. Write for my prices 
on what you would like to have, or write and tell 
me how much you can afford to spend for writ- 
and illustrating during the year and I will 
tell yon exactly what I can r= for that 
much money Ye you like what I offer you then, 
order it. If you don’t like it you are nothing 
out. CHARLES AUSTIN BATES, Vanderbilt 
Bidg, N. 


ETTERS of advice and ¢ ritic ism to retailers, 

This is really the best “ money’s worth ” 

“ cannot conceive a case wherein 

nd advice will not be worth sev- 

eral times os 10, “Even one good hint orsuggestion 
will pay for the letter over and over again. 

have written hundreds of these letters, and I 

have never had a man tell me that he tted 

the qspenamare. On the contrary, almost every 

one has expressed himself as being perfectly sat 

isfied with, the reemens, Letters 4 advice 

and criticism, outside lines, $25. CHARLES 

AUSTIN BATES, Wace bilt Building, New York. 


QAVE £ ay on your catalogue and waste the 
\ whole edition. The effect of one catalogue 
may make ten times that difference. very sales- 
man knows that ees a very little, seem 
ingly insignificant thing turns the scale and wins 
an order. , ae 0% “10,000 catalogues ma 

bring ee hat will pay for the whole edi- 
tion. Is it wise to miss any chance for the sake 
of saving a few dollars! We want to do business 
with business men who want us to do the best 
that we can ol ae 2m. We want to do for them 
the work t can do better am a nay poey 
else. THE LOTUS PRESS, 140 W..23d St.,N.Y. City. 


Py BITE me plainly, telling me how much you 

can afford to spend for ad writing and il 
ear, and I will tell you 
exactly what I can afford to give you for that 
much money. lama ime business man. 
I know about what service would be best for 
each man who writes to me. I don’t want him to 
pay me a cent more than he ought__I try togive 

im what fits him. I don’t try to sell him a seal- 
skin overcoat when a linen duster is what he 
really needs. 4 sample retail ads and 4 amas tive 
illustrations, $3—just to introduce you to my 
yearly service at $6.amonth. CHA RLES ‘AUSTIN 
BATES, Vanderbilt Building, New York 


lustrating during the 


N EARLY eve: oy printer in the country is dissat- 
4 isfied with his business. We are not. Print- 
ers generally complain that, for the money and 
labor involved, they make smaller profits than 
any other business man. It isn’t that way with 
us. Weare doing a bigger and bigger business 
every year, and making more and more money. 

We are satisfied that we can keep on doing this. 
But we run our printing office differently from 
all the others we know of. By and by other 

printers will wake up and then we = have com- 
petition. In the meantime we haven’t any. You 
can’t get Lotus Press work any place but at the 
Lotus Press. You will know better what that 

means when you see our samples. THE LOTUS 
PRESS, 140 W. 23d St., N. Y. City. 
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NUMBERING MACHINES. 


OvE numbering machines can be used on any 

kind of a press. They are indispensable in 
every printing office w here any kind of number- 
ing work is done, — utive or otherwise. You 
are losing money <A not having one in your 
shop. Send for cote: ue at once and learn all 
about them. JOSEPH WETTER & CO., % Mor- 
ton S8t., Brooklyn, N. Y. 


ARRANGED BY STATES. 
Advertisements under this head, two lines or more 
without display, 26 cents a line. With display or 


black-f type the price is 50 centsa line. Must 
be handed in one week in in n advanc oe. 


ARKANSAS. _ 
ADVERTISERS 


Can get good results from business placed in 


The Sunday Gazette, 


PUBLISHED AT LITTLE ROCK. 


Its circulation is 7,500, and it is the only Sunday 
State paper published in Arkansas. 


SEND FOR RATES. 


CAL sate 





Los yak TEs. ‘Cire "n ove! r 14, "500 daily: 


THE WAVE, °2,,, Francisco 


leading Pacific Coast so- 
ciety, literary and 


political weekly Ey ATZ, 
196-187 World “y Ne w weekly 
York, N. Y.. sole pie ont 13, 000 guaranteed. 





Cal., the 


(Pp He ocery California fruit-growing district of 


which San Jose is the center is thoroughly 
covered ggg? aay 4 San Jose MERCURY. Sample 
copies >. For advertising rates in daily or 
weekly eaaress MERCURY, San Jose, Cal. 


i EXAMINER has a larger daily circulation 

all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Ch hicago, while the weekly 
EXAMINER has the highest circulation yet ac 
corded to any paper west of the Missouri. From 
Printers’ Ink, issue of July 3, 1895. 


INDIANA. 


he Be COURLER, 
inter-State negro 
3,500. CHAS. H. STEWAR 


IOWA. 


HE DUBUQUE HERALD. Founded 1836, Fam 

ily circulation. Up-to-date improvements. 

Circulation is now steadily increasing. Push 
does it. Is it on your list! 


A DVERTISERS will notice > that the WEEKLY 
TELEGRAPH is credited by the American 

Newspaper Directory for 189% with a hi —_ r cir- 

culation rating than any other weekly 

Dubuque County. 


’ EEKLY SENTINEL, Carroll, twelve. 

paper, all home print, largest circulation 
of any weekly in county. Guaranteed by Row 
ell. e DAILY SENTINEL is the only daily in one 
of Iowa's best counties. es low, perhaps not 
so low as rs with half the circulation but 
they are based on circulation, and pay ver- 
tisers. 





Indianapolis. The leading 
ournal. Circulation, 
, pub. Write for rates. 








KENTUCKY. 


OUISVILLE SUNDAY TRUTH, 12,000 copies 
ch issue. Thoroughly covers the homes 
of the city and suburbs. Now in its twelfth year. 
Send ic rates and copy of TruTH to H. 
$8 Park Row, New York, Special News- 
paper hepdunentalors. 
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Kk ’ ENTUCKY and Tennedsee farmers are har 
vesting the biggest and finest crops known 
in this territory for years. They will have more 
— money t —— land winter San they have 
for years. rtisers can reach these peo- 
re more Mttectinely: through the columns of the 
‘aRMERS’ HOME JOURNAL than any other way. 
It is read and trusted by them as their business 
paper. Let us help you do business with these 
Poukeri Addrems FARMERS’ HOME JOURNAL, 
Ky. 


uisville, | 


LOUISIANA. 


QW. PRESBYTERIAN, New Orleans, weekly 
over Ala., Ark . Fla., La., Miss., Tenn., Tex. 


MASSACHUSETTS. 


yr CENTS for 40 words, 5 days. Daily ENTER 
a+) pRIsE, Brockton, Mass. No snide ads. 


MICHIGAN. 


pu CHANAN, Mich., is booming. 
» zen reads the RECORD 
"YHE 800 DEMOCRAT Sault Ste. 
* Itshouk d be on your list. 
San COURIER-HERALD. 
Sunday, 7,000; weekly, 14,000. 
Y AGINAW COURIER-HERALD is delivered di- 
‘ rectly into the homes by its own carriers. 
{AGINAW COURIER- HERALD, est cire’n 
in No. Mich, Full Assoe’d P ae spatches, 


QAGIN AW Evening and Weekly NEWS. Larg- 


est circulations in the Saginaw V alley, Mic h. 





Ever y< “iti- 





Marie, Mich. 


Daily, 6,000 ; 





] pETROIT ¢ OURIER, 30 years old ; the House- 
hold paper for village and farm homes in 
Michigan Ad rate 4c 
QAG INAW COURIER-HERALD is the - leading 
‘ newspaper in Northern Michigan. Issued 
mornings except Mondays, Sunday and Weekly 
Daily, 6,000, est. 1870; ‘Sunday, 7,000; Weekly 
14,000, est, 1857. Saginaw | pop. 60,000) is the third 
city in Michigan. For further information ad- 
dress H. D. LACUSTE, 38 Park Row, New York. 


ACKSON (Mich.) PATRIOT, morning, eveni 

e Sunday and twice a week. The leaders in 
their respective fields. Exclusive Associated 
Press franchise. Only morning newspaper in 
this section. All modern improvements. Rates 
reasonable. The leading advertisers in the coun- 
try are represented in the PaTriot’s colu 
Information of H. D. LACOSTE, 38 Park Row,} 


line. 








MISSISSIPPI. 


N,HE WATCHMAN has a 
throughout the 

splendid advertising me diem. 

copy and advertising rates, 

F *ublisher, W illiamsburg, 


MISSOURI. 


Kk Jv ANSAS Cl) ITY c vORL D, daily e7 exceeding 25, 000 
Sunday 30,00 


EY ERY other week the MED. F« RTNIGHTL Y 
4 is read by 8,000 doctors. St. Le 


-—", reach the 50,000 lead and zinc miners of 

Southwest Missouri, use the columns of the 
Webb City Daily and Weekly SENTINEL (successor 
to the Times). A live, progressive and up-to-date 
newspaper. 


large _cireulation 


TAS. 








MONTANA. 


(| HE LIVINGSTON ENTERPRISE ; eight pages, 
all home print. Cireulation exceeds 1,000. 
NACONDA STANDARD. Circulation three 

4 times greater than that of any other daily 

or Sunday paper in Montana: 10,000 copies daily. 


NEBRASKA. 


TEARLY 700 publishers are increasing their 
4 circulation by offering to Germans the 
FREIE PREssE, Lincoln, Neb., at 65 cts. per year ; 
8- page wkly; samples free. Write for particulars. 
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NEW HAMPSHIRE 


Established 1877 


The GRANITE MONTHLY 


Beautifully Illustrated 
A New Hampshire Magazine. 
FRANK E. MORRISON Special 
EMPLE CouRT, NEW YORK 


NEW JERSEY. 
MVHE DECKERTOWN INDEPENDENT has the 
largest circulation of any paper in Sussex Co 


| RIDGETON (N. J.) EVENING NEWS leads all 
South eed pape rs in circuiation. Space 


ads 12ce nts. cents, 2% cents an inchan n insertion. 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 


Advertisers find {IT PAYS! 


NEW YORK. 
\ DY RTISING agents to send adver 
*\ to the EVENING JOURNAL, F + ty 
( UEEN OF FASHION, New York City. 
Issued monthly. A million copies a year 
Babylon, L. I., N. Y., ap 


lass of readers on the 
W rite 


Agent, 





N.Y 


» EACH AND SHORE, 
>» peals to the best ¢ 
South Side of Long Island. 

for card of rates. 

\ TE reach the right people | at the right time. 
Rates, se sores foracent. Sam 

UIDE AND MAP Co., 


Wants ads. 


rhe oe. 5 cents. V. 
257 Broad way,N Y. 


] RAINS, a weekly journal for advertisers. It 
contains photographic reproductions of the 
best retail advertisements to be found in the va 
rious publications of the English-speaking world, 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best ty 
graphical display of advertisements. The only 
Journal in the world devoted exclusively to re- 
i) advertisers and to the men who write and 
set their ads. Printers get many good sugges- 
tions for display from it. Subse ription price $4 
ayear. Sample copy of BRAINS fre Advertis 
CO. rates on application. BRAINS P U BL. ISHING 
Box 572, New York 


ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


NORTH CAROLINA. 
RHAM STORY PAPER AND BUSY AGENT 
circulates in every State. 10 cents a lin 

OHIO. 


‘HE PRESS, Columbus, only Democratic 
in Central ( 

“ARGEST ae n of any Prohibition paper in 

4 nation: BEACON AND NEw ERA, Springfield, O. 


PENNSYLVANIA. 


pe 


daily 


Harrisburg, Penna. Forty- 


pas TATE OT, 
rd year. Politics, indepe ndently Demo- 


Leading paper at State capital ; 8,000 
Rates low. Population 54,000. 


euasten” 
daily, 5,000 weekly. 
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N O daily in Pennsylvania or elsewhere 
4 for that matter, has a more desira’ 
culation than the Chester TrmEs. 
32,000 people in the garden spot of 
State. WALLACE & SPROUL, Chester, mS 
I HE SCRANTON TRUTH, an_independent aft 
ernoon newspaper. Circulation over 13,000 
copies daily. Largest daily circulation in Penn 
vania outside Philadelphia and Pittsburg ; 
eee st daily circulation on the Lackawanna = 
between New York City and Buffalo. BARR 
& JORDAN, Proprietors, Scranton, Pa 


RHODE ISLAND. 


MYHE HOME GUARD, Providence, R. 1. 
“ year. Circulation 50,000. 


either, 
— 


Tenth 


SOUTH CAROLINA. 


es daily edition of THE STATE, Cx 

C., is the most popular paperin a hundred 
South Carolina towns. The semi-weekly edition 
reaches over 1,000 post-offices in South Carolina 


Te -corcKr 
FENNESSEE. 
( ‘HATTANOOGA, Tenn., has 50,000 pe« 
EVENING NEWS has 35,000 readers 
up-to-date newspaper, full Associatea 
report, Merge atbaler machines, perfec 
Serves all nearby railroad towns . 
Greatest local circu ation Jest and largest list 
foreign advertising any paper in the Seutl 
Write for rates 


VIRGINIA. 


STATE, Richmond, the leading evening 
ver in a community of 125,000 peopl 
pub sigh 8 full Associated Press dispatches, and is 
a live, up-to-date family newspaper ew man 
agement, typesetting machines, new press and 
many improvements. Greater local circulation 
Es any other Ric yo daily. Prices for space 
H. D. LACOSTE, 38 Park Row, New York 


ylumbia, 8 


ple 
It is an 
Press day 


tert 


WASHINGTON. 
GQEATILE TIMES. 
 EATTLE TIMES is the best. 


HE TIMES is the home paper of Seattle’s 60,(00 
people. 
ee ly Seattle's , only morning paper The 
om 


Seattle 
4 Ne ~ ra 
ble that of any 
Washington 
SEATTLE’S afternoon daily, the Truwes, has 
b the largest circulation of any evening paper 
north of San Francisco 


WISCONSIN. 
{GRICULTURIS1 


glish agricultural 
20 cents 


’ has a guaranteed circulation dou 
newspaper in the State of 


Racine, Wis. 
paper printed 
a line Cireu 


\V ISCONSIN 

Only En 
in the State Rates only 
lation over 25,000 


CANADA. 


J be BERLIN RECORD (daily and weekly) is 

acknowledged to be the best advertising me 
dium in Waterloo County, as it indisputably is 
the leading newspaper. The Darmty Recorp i 
the paper of a large and progressive manufact 
uring town. The aden ~ who read it are well-t 
do Germs mc apresee who have money to spend 
Ww. V.UTTL , Business Manager 


HAWAIIAN ISLANDS. 
TAR~— Dail ‘ The live, popular 
S paper ar roy Covers tht crop 
completely Honolulu, H t 


SO. & CEN. 


weekly. 
country 
Send for samples 


AMERICA. 


PANAMA eras & HERALD. 
ANDRE AS & CO 2 Broad St., Agents 
Send for san 1ple copy. 
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CLASS PUBLICATIONS. 


idvertisements inserted under this heading, in 
the appropriate class cost 25 cents a line, for each 
insertion. One line, without display or black 
Saced type, inserted one year, 52 weeks for $13, 6 
months for #6.50,3 months for $3.2 * £ weeka 
Sor #1 Display'or black faced type charged ¢ ut 50 
cents a line each issue, or $26 a year, or #2 a 
month, for each line of pearl space occupied by 
the whole advertisement. For the publish r who 
does not find the heading he wants one will be 
made to specially fit his case. 


ADVERTISING. 


AINS, a weekly journal for advertisers 
ontains photographic reproductions of the 
best retail advertisements to be found in the 
various publications of the English-speak- 
ing world, together with many hundred excel 
lent suggestions for catch-lines, reading matter 
and best typographical dis splay of advertise- 
ments, The only journal in the world devoted 
exclusively to retail advertisers and to the men 
who write and set their ads. Printers get many 
good suggestions for display from it. Sub 
scription A ng « $4 a year. Sample copy of 
Brains free. Advertising rates on app 
BRAINS PUBL ISHING CO., Box 572, > 
1GRICULTURE 

HOME AND FARM, Louis ville 

Racine, 
Racine 


SS. 
WISCONSIN AGRICULTUR 1ST, 
WISCONSIN AGRICULTURIST 


ART. 

ART LEAGUE CHRONICLE, 
BOOTS AND SHOE s. 

“BOOTS AND SHOES ” WEEKLY, N. Y. 

CARRIAGES AND W 

THE NOB, 247 Br 

The leading monthi ntaining all that 

pertains to the art of carringe building, 


ard circulated oe over the world. 
"= B NEWS, 247 Broadway, N 


, Leavenworth, 


City 
iGONS. 


iway, New Vork 


Y. 
ly batt ay paper published in the 


inter ests of vehicle mfrs. and dealers. 
COAL. 
COAL TRADE JOURNAL, New York City. 
COLLEGE PUBLICATIONS 
THE MUHLENBERG, Cire’n 1,000 
COMMERCIAL TRAVELERS 
THE COMMERCIAL TRAVELER, St 
lished in the interests of and circulate 
commercial travelers. Bona fide circ’n 
DANCING. 
THE BALL ROOM, Kansas City. 
FASHIONS, 
QUEEN OF FASHION, N. Y. City 
Iysue + monthly. A million copies a year 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
HISTORICAL. 
THE AMERICAN HISTORICAT 
Monthly Gazette of the Patriotic 
Societies of the United States of America 
for advertising rates and Pn cimen copies 
8. Sixth St., Philadelphia, I 


Allentown, Pa 


Louis, pub- 
among 
4,650 


Semi-monthly 


REGISTER, a 
Hereditary 
Send 
120 
HOMQ@OPATHY. 
HOMCOPATHIC RECORDER, Phila., Pa 
HOUSEHOLD. 
WOMAN’S FARM JOURNAL, Louis, Monthly. 
DETROIT COURIER, 30 wie bee old. he aper 
for the homes in the village and on the farm 
Ad rate 4c. line. 


KNIGHTS OF PYTHIAS. 

THE KNIGHTS’ JEWEL, Omaha, 60,000 yearly. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly 
LAW REPORTS. 

20,000 LAWYERS reached by “Selected Lists.’ 
‘address “ CO-OPS,” Rochester, N. Y. 


INK. 39 
LITERATURE. 
, San Francisco, Cal. 
LUMBER. 
SO. LUMBERMAN, Nashville, Tenn. Covers South 
MACHINERY. 

SAFETY VALVE, a journal for 

Office, Times Building, New Yor 
MEAT AND PROVISIONS. 

rhe National Provisioner, N. V., Chicago. 

MEDICINE, 

LEONARD’S ILLUSTRATED MEDICAL 
NAL, Detroit, Mich. Circulation over 10 
MEDICINE AND SURGERY. 

AL SENTINEL, sworn cir. Portland, Or 

tN yy DICAL AND SURGICAL 

RE TERK, St. Jonxeph, Ve 

MEMPHIS MEDICAL MON ‘THLY, Memphis, 
Tenn. Only medical periodical publish. d in the 
Mississippi Valley between St. Louis and New 
Orleans. Established 1880. 

MILITARY. 
CANADIAN MILITARY GAZETTE, Montreal, Que 
Only publication of its class in Canada. 
MINING 
MINING AND SCIENTIFIC PRESS,San Francisco 
PAINTING. 

PAINTING & RATING, 247 Broad- 
way, . The finest and most complete 
paper published for the trade— one Inane 
worth more than price of o year’s sub 

PARKS AND CEMETERIES 

PARK AND CEMETERY, Chicago. Monthly 

PHILATELY. 
AME RICAN PHILATELIC MAGAZINE, 
eb. Monthly. Stamp men like it. 
PRINTING INDUSTRIES. 

PAPER AND PRESS, Philadelphia, Pa 
The leading technical magazine in the world of 
its class—indorsed by and circulating exclu 
sively to employing and pore manne orinters, 
lithographers, book bin< a. book 
makers. manufacturing ~~ ~ ih, ‘engravers, 
etc., etc, Sample copies and rates on ‘application. 

RELIGION. 

CATHOLIC WESTERN CROSS, Kansas City, Mo 

THE ADVANCE, Congregational weekly, Chi- 
cago, Ill. Average issue in 1804 was 22,771 

SK ANDINAVIAN. 

highest circulation rating of any Skandi 

vaper in America is accorded to the 

OG VED ARNEN, issued 
Norwegian-Danish lan- 

From Printers’ Ink, 


THE WAVI 13,000 weekly 


THE 


users, 


, een 


JOUR 
m 


MEDIC 
WEs' 


Omaha 


THI 
navian 
DECORAH-POSTEN 
twice-a-week, in the 
guage, at Decorah, Ia, 
issue of May 16, 1895. 

SOCIETY. 

San Francisco, Cal, 

SPANISH. 

REVISTA POPULAR, 
Spanish circulation in the world. 
in all languages : 4 Vesey St., N. Y. 

SUNDAY PAPERS. 

ELMIRA, N. -» Te EGRAM: Circulation 

ly 


Seite conten wee 


THE WAVE 13,000 weekly 


established 1888. largest 
ie. cc 


over 


TEXTILE. 
WORLD, Boston. Largest rating 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
WINDOW DRESSING. 

HARMAN, the window trimmer, issues monthly 
a publication on “Window Dressing” for every 
line. Third year. Trial copy 25 cents. 125 S. 
Clark 8t., Chicago. 

WOMEN. 

QUEEN OF FASHION, New York City 

Issued monthly. A million copies a year. 


TEXTILE 
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PRINTERS’ INK 


A JOURNAL FOR ADVERTISERS, 





Iss Wednesday. Subscription 
Two Dollars a year. Five Cents a copy ; 
Dollars a hundred. No back numbers 
After December 31 the subscription price will be 
increased to Five Dollars a year. 
¢@ Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advertising patrons 
can obtain special terms on oitoe ation 
te Being printed from plates, it is always 
possible to issue a new edition of five hundred 
ccpies for $25, or a lar; ger number at same rate 
t@ If any person who has not paid for it is 
ving PRINTERS’ Pax, it is because some os 
subseribed in his name Every pape 
eo ae the expiration of the time paid or. 
ew York Orrices: No, 10 Spruck Siete 
CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle S 
LONDON AGENT, 
138 Fleet St. 


1Sos 


LSA ued every 








i, Sears, 


NEW YORK, NOVE! :MBER 20, 





THE man who acts as his own ad- 
vertising agent sometimes has a fool 
for his client. 


WHEN you pay for space in which to 
say something, see that you say some- 
thing that will pay. 





THE reason some ads are not read is 
because there is nothing in them to 
focus the public eye. 





THE bashful wooer seldom succeeds, 
and the merchant who woos the public 
shyly has a similar fate. 





PLAIN words in your ads and plain 
dealing in your store will make plain 
sailing in your business. 





ANYTHING worth selling is worth 
advertising ; anything worth advertis- 
ing is worth advertising well. 





Lyman D. Morse is placing a small 
ad of the Self-Adjusting Corset Co.— 
Fourth Estate, N. Y., Nov. 7. 





Ir is not what an advertiser pays 
for the ad, but what the ad pays him, 
that constitutes the criterion of its 
value. 





IN 1833 the Aostonia, of Boston, 
and the Cent, of Philadelphia, were 
first issued, and were the first publica- 
tions in this country ever sold for one 
cent. 





THE prettiest watch in the world is 
useless for practical purposes unless it 
keeps accurate time, and the most ar- 
tistic ad that can be constructed is 
useless unless it sells goods, 


PRINTERS’ 





INK. 


THAT advertiser who has an able 
competitor may sometimes be consid- 
ered fortunate; it may bring out the 
best business methods he possesses 


A BORDER is used to ‘‘set off’ 
advertisement—not as a fence to pre- 
vent the type from bulging out into 
the next column. Give the white pa- 
per a chance. 





PRINTERS’ INK has often been called 
the Little Schoolmaster in advertising. 
Its opinions are valued because it is 
authoritative and unbiased.—JM.  Y. 
Evening Post. 

AN advertisement ought to be shaped 
to fit the business it represents. It 
ought nct to fit loosely over the pro- 
orietor’s veracity nor pinch his con- 
science in the least. 





THE vivacity and naturalness that 
always characterize a good ad may be 
dissipated by taking too extreme care 
with its outward form, to the detriment 


of its human quality. 





Ir your food doesn’t agree with you 
will you give up eating as a foolish 
practice? Yet some men stop their 
advertising because their ads do not 
pay, when perhaps all they need is a 
change of advertising diet. 

Tue daily newspaper of the future will be 


sold for one cent.—£ditorial paragraph in 
Printers’ Ink, Jan. 31, 1894. 





Many persons competent to judge 
assert that no better daily papers than 
those of Chicago are printed any- 
where. More than one wise man has 
been known to insist that of all Chi- 
cago papers the 77idume is the best. 
The 77ibune is to Chicago what the 
Herald is to New York or the Sun to 
Baltimore. The Chicago Daily 7rié- 
une, and every other English daih 
printed in Chicago, is now sold for one 
cent a copy. 















IF the writer of an ad has not a clear 
idea of what he desire’ to say, the reader 
will have a very misty notion of what 
has been said. 
Se 

THE New York Journal of Novem- 
ber 12th contained what is asserted to be 
the journalistic triumph of the year 
viz., the full text of Lord Dunraven’s 
article in the London /ie/d, forwarded 
by special cable, and occupying nearly 
a full page of the /ournad. 





AD-SMITHS who intend to compete 
for the PRINTERS’ INK Vase are 
minded that although three weeks 
seem to remain in which an advertise- 


re- 


ment may be submitted—yet in point 
of fact there is scarcely any time to 
spare even for a single attempt. It 
would, indeed, be a shame to see what 
would have been the winning adver- 
tisement excluded from consideration 


because it was received a week, a day 


or an hour too late. 


THE Paper and Pre of Philadel- 
phia, is an able exponent of all that 
typography. A carefully 
prepared editorial on of 
lines in the November issue, printed 
as an example, without 
says that the benefits claimed 
new method are 

‘* That there is a gain esthetically 
in the increased beauty of the page, 
due to the abolition of unequal 
spacing, the relief that the eye finds 
in lines of unequal length, and the 
greater ease with which it passes from 
one line to another, and that there is 
a vast gain economically in the saving 
of time and labor effected, both in 
the setting and the distribution of the 
type, and that the system will increase 
the of a 
than 5,000 ems per day. 


concerns 
justification 


justincation, 
for the 


capacity compositor more 





dat, however, 
is that, as the eye would be repelled 


‘** The conclusion arrive 


by gazing at the jagged outlines of a 
building which did not stand forth 
with unbroken walls, so it would be 
offended by the incongruity and non- 
solidity of a page with ragged edges 
standing out against the white.”’ 

The Ripans Chemical Company has 
been first to adopt this style of type- 
setting for its advertisements, and an 
examination of some of the newspapers 
in which the advertisement 
convincing proof that the adoption was 


appears is 


a wise 


one. 
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SUSTAINED ADVERTISING TELLS. 





The business of J. ¢ Ayer & Company, 
Lowell, Mass., g reorganized, and it is 
more than pro at a decided increase 
f their advertising will be one of the most 


important results. 
Ihe old business is owned by the children 





of Doctor Ayer and his brother. The busi 
ness has been managed by Fred Ayer for a 
good many years, and the other faction has 


not been satisfied 
stepped out, and 
t try its 
News ba per 


A New York special agent who was 


Fred Ayer has practically 
is permitting the other side 
hand at the management The 


Vaker 


lately in Lowell visited the establish- 
ments of Ayer and Hood, and relates 
to PRINTERS’ INK, as showing the 
effect of sustained advertising, that all 


g, 
through the sarsaparilla department 
Hood’s people seemed to have from 
ten to twenty employees to two or 
three in the factory of the older con- 
cern. 

?- 


IS IT A WISE MEASURE? 


Congressmen about this time 
be in receipt of a snow 


storm of printed communications, each 


are 
suppose d to 


bearing the signature of a constituent, 
and reading about as follows: 





My Dear ConGressman—The attention of 
the honorable member of Congress from this 
district is called to the following proclama 
tion, issued by the leading merchants and 
manufacturers in and 
touching the question of postage reform, es 
pecially directed against the carriage in the 
mails of what is known as second-class mat 
ter at the rate of a cent a pound, and I wish 
to be considered as soliciting your support t 
ny ll introduced into the 54th Con 

igned to wipe out the wrong complaine 


Then follows additional matter as 
below 


The undersigned condemn the present 





schedule of postage rates because it permits 
the carriage in the mails of nove portfolios, 
t k reprints, advertising sheets, trade 
papers and an endless tonnage of literary 


rubbish, at a cent a pound, that entails upon 
e department an annual | 





the post-offic ss ap 
proaching $25,000,000, which, if remedied, 
would permit ne-cent letter postage, and a 
more thorough and complete development of 


ur postal system 

think that every arti 
mails—whether letters, newspapers, ma 
i merchandise—should 
stage sufficient to cover the cost of 
i ansportation ; that there 
voritism to publishers, as i 
t that each and every lire of 
siness should enjoy equal mail ilities 
- 


le carried 


rines, books r 





charged p 
handling 


sh 





fac 
vantages 


anac aad £ 
The second clau is reinforced by 


se 


the printed names of such leading 
business men in the principal cities or 
towns of the State or district from 


which the Congressman hails as are in 
accord with the movement. 





See 


SES 
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TRADE PAPERS ON THE NEWS 
STANDS. 


‘By Peter ‘Dougan. 


Mr. Stephen Farrelly, of the Amer- 
ican News Co., says that the sale of a 
trade paper, such as PRINTERS’ INK, is 
naturally so small at news stands that 
it would not pay the News Co. to 
order more copies than just enough to 
supply such retail newsdealers as spe- 
cially order them. Mr. Farrelly said 
that he personally had often wished to 
read PRINTERS’ INK, as well as other 
trade papers of interest to him, while 
crossing the Pennsylvania Ferry from 
Jersey City to New York, which car- 
ries fifty thousand passengers daily, 
and that of all this number he be- 
lieved he was probably one of a thou- 
sand with that wish, but that the de- 
mand to be expected from the fifty 
possible purchasers would hardly justify 
the news stand in giving the paper dis- 
play space on its crowded counter. 

To the suggestion that the News Co. 
could create a demand for a trade 
paper by ordering a number of papers 
regularly and forwarding them to 
dealers on approval, Mr. Farrelly re- 
plied that the results of such an effort 
would be next to nothing, because the 
retail dealers, not expecting to make 
sales, would return the copies to the 
News Co., and the News Co. would in 
turn send them back to the publishers, 
and all this involved clerical work and 
consequent expense. ‘‘As a rule,” 
said Mr. Farrelly, ‘‘ninety-nine out of 
a hundred of trade papers sent out in 
this way would be returned.” 

In answer to the question whether a 
publisher offering a reasonable number 
of copies of his paper to the News Co. 
Sree would be likely to get results and 
create a demand, Mr. Farrelly said: 
‘No, for the News Co. would not do 
business in that way. They would in- 
sist upon paying for all copies sold by 
them, because any other way was not 
found to be practicable in the business ; 
the retail newsdealer, receiving the 
paper and not selling it, will return 
the unsold copy to the News Co. and 
demand a rebate from his bill even if 
no charge had ever been made to him 
for it, and this leads to complication of 
accounts and vexatious correspond- 
ence.” Mr. Farrelly stated, however, 
that it is possible for a publisher to in- 
terest the retail newsdealers by stamp- 
ing a number of his papers ‘‘ Sample 


Copy,” and inclosing a circular similar 
to the following : 
New York, Oct., 1895. 

Dear Sir—As a live dealer, we assume 
that you desire to carry in stock all salable 
periodicals, and in the front rank you can 
safely place The Ladies’ World, a publica- 
tion which has already such a large circula- 
tion, and of such well-known merit, that we 
feel confident it will meet with a ready sale 
if you give it a good display. It retails at 5 
cents, the net price being 3% cents, with 
privilege of returning unsold copies Keep 
it well to the front, and order at once as many 
more copies as you may require. 

Yours very truly, S. H. Moore & Co. 
When papers are thus prepared and 
delivered to the News Co., the com- 
pany will cause one copy to be 
put in each bundle sent to their cus- 
tomers if desired. This exhibits the 
paper to the retailer, and should he be 
asked regarding it he will know that 
he can secure copies from his supply 
house. Of course the receipt of a 
paper unknown to the dealer, and 
stamped sample copy, does not insure 
that it will be read, but the dealer will 
be likely to remember the name and to 
know that such a paper is in existence. 

Mr. Farrelly further said that the 
newsdealers and the news companies 
nowadays all receive subscriptions to 
the various papers, and that it is not 
at all necessary for anybody to send 
subscription money to the publication 
office unless he prefers to do so. The 
subscription can just as readily be ar- 
ranged by leaving the orders at the 
nearest news stand. The dealer will 
execute it through his supply house. 
Discounts from their regular prices are 
allowed by publishers to the news- 
dealers and news companies. A paper 
such as PRINTERS’ INK, for instance, 
sells at 5 cents to the reader. To the 
retail newsdealer it is sold at 3% 
cents ; but this is not the lowest price, 
however, for the News Co. expect to 
get papers having a limited sale at a 
price which nets them a profit of 1 
cent on each copy sold. 

Regarding the placing of a trade 
paper on the rai:roads and railroad 
stands, Mr. Farrelly referred the in- 
quirer to the Union News Co., the 
American News Co. having nothing 
to do with the railway trade other 
than being the supply house and fur- 
nishing what is asked for. 

Mr. Williams, of the Union News 
Co., said that the handling of a trade 
paper such as PRINTERS’ INK, which 
has but a limited transient sale, would 
not afford enough profit to his company 
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to pay for the trouble and expense 
entailed. He could offer no sugges- 
tion which would overcome the diffi- 
culty, but said that papers sold by the 
dealers on the stands of the New York 
elevated roads were supplied by the 
Manhattan Railway News Co., which 
controls them all. The Manhattan 
News Co. will expose for sale any 
journal published on all their news 
stands (seventy-two in all), and on 
fifty-three of them will allow facilities 
for advertising purposes permitting 
the display of a card, size 12x15 
inches, the card to be prepared and 
printed by the publisher of paper itself. 
For handling the paper and displaying 
the advertisement as above, the Man- 
hattan Railway News Co. charges $15 
a week in the case of weekly papers. 
This charge is maintained until the 
paper secures a sale which givesa profit 
sufficient to compensate the company 
for handling the publication. In the 
case of a paper which has a ready and 
large sale, such as a morning or even- 
ing metropolitan daily or any of the 
well-established illustrated weeklies or 
magazines, this weekly charge is 
waived, Papers handled by this com- 
pany on the terms here set down are 
ordered preferably direct from the 
publishers, and the company must be 
allowed the wholesale price and the 
papers be fully returnable. Three 
hundred copies of a paper are generally 
ordered at the start to insure their 
proper display at the several news 
stands. This plan explains the ap- 
parent mystery of the appearance upon 
the stands of the elevated roads of 
such a great number of publications 
concerning which few people have any 
knowledge, and no one seems to have 
any desire to purchase. 


-o 
LETTER FROM CHICAGO. 
The most talked of event in newspaper cir- 
cles to-day (Nov. 11) is the reduction in the 
price of the 7ribune, /nter Ocean and Times- 


Herald from two cents to one cent. Satur- 
day night, between dark and daylight, the 
cit was covered with posters announcing the 
reduction, and when the people awoke yester- 
day morning and saw hens posters, or got 
the Sunday Tribune, they received their 
first intimation of the change. It was the 
greatest scoop that has ever been scored by a 
Chicago newspaper, and the effect of it is a 
matter for speculation by every one inter- 
ested in newspapers in this city. 

There are five morning papers in Chicago, 
viz.: The Tribune, the Record, the /nter 
Ocean, the Times-Herald and the Chronicle, 
three of which, the 7ribune, /nter Ocean 
and 7imes-Herald, are Republican in politics. 
The Record is Independent and the Chronicle 
is Democratic. 
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The Morning Record is casily the leader in 
circulation, and has always been sold for a 
cent. The Chronicle is but 167 days old, and 
sells for a cent The other three have 
always sold for two cents, or more, until to- 
day. The 7>zbune led when the price was 
reduced from five to three cents a copy, and 
again when the price was cut to two cents. 

The 7ribune is, no doubt, the greatest 
newspaper in the West, and has the largest 
following, and, next to the Xecord, the largest 
circulation in the city. It announces this 
morning that it received over 25,000 new sub- 
scribers yesterday on account of the cut in 
price, and if this is true, which it probab ly 
is, the change in price has been a great ad- 
vantage to the publishers. 

In all things that go to make a newspaper, 
Chicago papers lead. They are enterprising 
and up-to-date in every respect, and remark- 
ably clean and free from sensationalism. 
Any of the morning papers can be taken in 
any family and read by every member of it, 
which is more than can be truthfully said 
about the dailies of a good many cities. 

“he 7ribune is the fons edited paper in the 
city, and a good many who do not agree with 
some of its peculiar views, take it because of 
this fact, the writer being one of that number 

The change in the price of the 7rtbune 
will probably not affect the circulation of the 
Record very much, as it is taken largely be- 
cause it is bright, newsy and independent 
without making any effort to be profound. 
The Chronicle will not be affected because it 
is on the other side of politics and is taken 
by people who are in sympathy with it politi- 

cally. Besides, this is a thoroughly good 
newspaper and seems to be getting on nicely, 
as it deserves to do. One thing is certain, 
there are more papers being read to-day than 
is usually the case, and everywhere on the 
streets and in the cars 777bunes are seen in 
the hands of readers or sticking from the 
pockets. This may be, and no doubt is, in 
some measure due to the popular interest in 
the novelty of the change, for “a new broom 
sweeps clean,”’ but it is generally conceded 
that the change will bring the 77ibune a 
greatly increased circulation which will in 
return add to its advertising patronage, and 
to the returns from ads. 

The 7imes-Hera/d claims that its compe- 
tition forced the reduction from the 77 sésme, 
but the /nter-Ocean merely announces the 
reduction. This leaves but two 2-cent papers 
in town, which are printed in English. These 
are the Evening Pourna/ and the Avening 
Post. No doubt both of these will be com- 
pelled to join the procession, though the 
Journa/ has a constituency that will stick in 
almost any event. The other papers call the 
Journal slow and poky, but it has a firm hold 
on its subscribers. Its circulation is a family 
one rather than the kind that comes from 
street sales. 

One newsdealer tells me that the reduction 
has not made any difference with him and it 
is probable that reductions will leave things 
about as they were. If this proves to be the 
case it is hard to see where the advantage is 
to the papers, though the public is delighted 
with the change. No doubt the difference 
between one and two cents is large enough to 
deter a good many people from taking a 

aper, and these will now subscribe. How 
foeely this element will affect the circula- 
tion of the papers is to be determined here- 
after. Mitcer Purvis. 
+--+ 


also. 


Worth is without commercial value till it 
can force recognition.—Resudts 
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ADVERTISING ANIMOSITIES. 
‘ 
Editor of Printers’ Ink: 

In these days of keen competition and busi- 
ness rivalry, advertising is sometimes turned 
into rant and raillery. 

Not long since, in acity in Northern New 
York, a clothing house rented a big, new 
building directly opposite a competitor, and, 
to inaugurate their removal and enlarge 
ment, went about it on a gigantic scale. On 
the roof of the building was placed a mam- 
moth searchlight that at night flashed the 
firm’s name up into the clouds and along the 
streets for blocks in different directions. In 
the windows were electrical devices that 
would make an old-time wizard stare in won- 
der, and all this display was supplemented 
by foliage and flowers in profusion, while a 
full orchestra trl E music day and 
evening. The concern across the way feebly 
imitated this splendor and selec ted the oc« a 
sion to announce their annual “ opening, 
but the comparison of their methods with 
the enterprise of their new neighbors made 
one think of the small boy with his thumb to 
his nose, dangling his fingers in the air 

Circuses and shows have often been known 
to indulge in a war of words when their 
dates were close. Last season a strong ef- 
fort was made by one of the greatest to in 
sert in their contracts a wed prohibiting 
papers to run any other circus ade during 
the life of theirs, and this so angered an ad- 
vance agent of an aggregation that he 
**small-poxed”’ the other show. This was 
easily done by covering the country with 
small yellow binls informing the people of 


the malady, and urging them to remain 
quietly at their homes to prevent the catch- 


ing and Spreading of the dre ad disease, and 
signed “‘ Citizens’ Committee.”” It is hardly 
necessary to add that the circus that had - 
exclusive advertising privilege was patro 
ized by no more than a corporal’s guard, 
while the one that had “‘no show”’ in the 
papers drew the crowd. 

An unfermented drink, called Kato, has 
been advertised in the East largely. Now 
unscrupulous bottlers of other concoctions 
are spreading the report that Kato is made 
of grapes that are infected to a greater or 
less extent with worms and is unfit to drink. 
If they had said it was made of “sour 
grapes’’ their interest in preserving purity 
would have been just as well understood. 

M. B. 
se - 
USING THE NEW NEW YORK BALLO1. 
Rocuester, N. Y., Nov. 8, 189 
Editor of Prixters’ Ink: 

A grocer in Rochester has reproduced the 
new blanket ballot as an advertisement of his 
business. He uses four columns, respectively 
labeled Republican, Democratic, Labor and 
Prohibition, and containing the emblems. 
Instead of candidates’ names underneath, 
there is in each space the name of an article 
and the price. He gives these directions: 

* To order all rity goods in acolumn, make 
a cross (X) mark within the circle below the 
emblem. To order a single article, make a 
cross (X) mark in the space before the name. 
To order an article not on the list, call at any 
of Woodbury’s stores for a complete price 
list. The polling places are at all our stores 

The Castoria people also used a ** Mothers’ 
Ticket,” on which, in the place for candi- 
dates’ names, appeared Pe ei like this: 
“ For Teething Babes: Use Castoria. 

OBSERVER. 


BOSTON MATTERS. 
Boston, Oct. 30, 1895. 
Editor of Printers’ Ink: 

Appleton & Bassett, cutlerymen and deal- 
ers In fine fishing tac kle, make their window 
attractive by _exposin to view handsome 
specimens of piscatorial prowess of their cus- 
tomers. The first trout and the first black 
bass of the season are always on view; also 
any very large or otherwise notable catch 
Lately they had in the window a California 
lion pelt measuring nine feet in length and 
photographs of the locality, with the lion as 
shot, while the hunting party stood by. The 
pictures made it all life-like and drew a con 
tinuous crow¢ 

1¢ poster craze is now flourishing in this 
town. Lee & Shepherd use a poster for an 
nouncing each of their new publications. The 
New Public Library Handbook has been ad- 
vertised almost exclusively by posters, and 
at the exhibition of the Mechanic's Fair there 
is a large collection of posters dignified with 
the name of ** Gallery. 

Cuba has enabled Davenport & Hersey, 
importers, to make their window displ: ay in 
teresting. They have maps and views of 
Cuba and packages of Cuba tobacco, together 
with scenes on tobacco plantations, all of 
which are pertinent to the times. 

A barber,whose shop is up-stairs, at the cor- 
ner of Hallisand W ashin igton streets, does not 
depend on an inanimate pole, but has two 
windmill affairs, painted in black and white 
stripes, revolving in opposite directions, to 
make people look at his place. 

The ¢ olumbis a Bicycle has a large lot of 
photographs in the Boston office window. of 
picturesque views in the far West, in which 
the sign of the Columbia Bicycle is in the 
foreground. It seems to be a board sign, 
and does not deface the natural beauty of the 
scene 

Conklin’s corner has a way of trying novel 
advertising devices. One way is to have the 
store painted black, inside and out, with a 
profuse use of mirrows inside. Another idea 
is a big ball, studded with colored glass, 
which continually revolves on top of a post 
beside the door. Outside one of the windows 
a perforated water pipe has been run, and a 
thin sheet of water flows down over the plate 
glass all day long. It does not obscure the 
window, but the continual ripple makes pass- 
ers-by investigate. BT SMITH. 


?o 
HOW SHOULD UNDERTAKERS ADVER- 
TISE? 

New York, Nov. 7, 1895. 
Editor of Printers’ Ink: 

I received a letter from an undertaker in a 
Western city a few days ago. He wanted 
series of ten advertisements written. He 
said that for yearshe had had a“ card”’ in 
each of the more important local papers, and 
had, very naturally, never been able to trac 
a dollar’s worth of business to it. He fur 
ther stated that he had come to the conclu 
sion that he might just as well get something 
for his money, and he wanted me to write 
him ‘*‘ some good, breezy ads that will create 
a sensation.”’ I was obliged to decline the 
order as being a trifle beyond my experience 
but the letter caused me to reflect that it 
must be a very diffic ult matter for an under- 
taker to do effective advertising which would 
yield results at all commensurate with the 
money invested. It might, perhaps, be inter- 
esting to many of your readers to have other 
ad-smiths give their views on this subject. 

Octavus Coxwen. 
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NOTES. Ir is said that J. C. Ayer & Co., Lowell, 
Mass., will soon begin to again adve rtise ex 
Tue Frank B, Wuite Co. propose to give | tensively. 
banquet to agricultural news r publish : 
ons. —~ heathens on ee I ee” . “ a DurinG November Messrs. Scribner will 
saitcemh: Metal <Chdeinae o2e “| publish a book called ** The Modern Poster, 
T Bi il a8 Ss ,| with contributions by H. C. Bunner, M. H 
R a4 s, Mich Carnes . gga} Co., rane | Spielmann and Arsene Alexan der. Only one 
Pa aed wee , | cover will be designed by Bradley. 
new Spape rs by 1e€ Gealers. 
[HE Boston Post prints a Biblical prover 
each day in some advertisement, and the first 
person who finds and correctly places the 


proverb of the day receives $5 “ ; ” 
beginning wit roverb ”’ or ** quotation 


Atonzo Watton of Brooklyn advertises e book fine piece of advertising litera 
his potatoes thus: , 


r & ¢ issue a book of 
tations’ for their mail 
ver in imitation of that 
ach page contains an ad 


** The earth contributes these this fall, : " 
And I distribute them to all.” meeting the Advertisers 
. I ZO, « , the subjects were: 
; the new staff secured by the Fou eeaaion 4 ertising), The Merchandise, 
> Julian Ralp h, Alan Dale and he ting , The Amount of Space, 
ar I For d, all of whon, it is inder stoor 1 sitior ’t, The Display The mem 
will write exclusively for the Journa/ ersh is club is restricted to one-half 
STANDARD TuRNING Works, Boston, |} Iivertisir tors and one-half advertis 
box, cor ng managers 


n the — ++ 


manufactured a wo de n baked-bean 
taining very lifelike artificial beans 
ver and specimens of their wood-turning A DIFFERENT KIND OF A BOY. 


inside. . . ° 
An amusing story told of a small boy in 


THe pupils of 4 % iblic se pris : f Mz l eld’s stores in Chicag 
field, Ohio », will ge ( pecié Vhank y h ) approached h s empl yer and asked ss. 
ing edition of the “Dai epub ic- Times ivance in salary ** How much are you 
that city, November 27, the ceeds to etting a week now?” said the merchant 


turned over to the local associated chariti * Pour ¢ lars and a half. sir.” ‘*And how 


h. 


i 
Tue New York Morning Pournal’s ad, it Id are you?’ ‘Twelve, sir.” “Why, my 
} 1 ; 
’ y 


his issue, is a reduced fac-simile of : Oy t v 
designed by Louis J. Rhead, whose v kg ay ll,’’ replied the shrewd lad, ** 1 
pears to be in demand by a large numbe weren't v tl t he m i was w wi! 
newspapers which use posters t dvertise ‘ 1 : z hicago Times 
themselves. 
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NEW YORK PRESS ¢ 


125,000 circulation 


—no extra charge for cuts, 
display or broken column 
rules. No other paper whose 
circulation is so large and 
so desirable treats its ad- 


vertisers so liberally. 
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MIXED METAPHORS. 

The following choice bits of journalism are 
credited to a Tennessee newspaper. Perhaps 
it is better not to specify more particularly : 

We will not enter into a controversy with | 
the slimy, hissing wolf who tries to spit} 
venom from his forked tongue on the editor | 
of the The way to treat such crawling | 
vermin is to just let - te bellow. 

Miss Jennie Harlow, who has been visiting | 
friends in our midst, has returned home. We 
are always glad to see her welcome presence. 
She comes like a ray of sunshine to sweeten 
ye editor’s cup of gk 
Jennie. 

Those pension vampires are sucking the 
life-blood from the ship of state. 

The pale hand of death stalked into our 
midst last week and fastened its cruel eyes 
on little Mary Pudley.— Youth's Companion. 


_ 2 
THE ADVERTISING BOOM. 

Every advertising agent testifies to the fact | 
that more advertising is going out this fall | 
than was ever known before. The boom in 
this line, after the dullness of the last two 
years, is something wonderful. The adver 
tising of food products is contributing lar, ely 
to this. This is a line of advertising w 
has only been developed during the last few 
years, and the field is so great that it promises 
to exceed medical advertising.—Resu/ts. 


<2 -- 


Displayed Advertisements 


50 cents a line ; $100 @ page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 
| WANT &. ro resent papers of fairly good 

circu ation. Send copy of paper 


and write for further particulars. ‘an give 
valuable service. F. D. B., care of PRINTERS’ INK. 


THE WA VEN leading Pacific Coast so 
ciety, rey political weekly, E. KATZ, 
186-187 World tag New 13, 000 weekly 


York, N , sole agent. guaranteed. 


WwooD ENGRAVING 
ano ELECTROTYPING. 


GOOD WORK AND REASONABLE PRICES. 
EASTERN ELECTROTYPING ©O., 
91 Sabin Street, Providence, R. 1. 











Francisco, Cal. the 








We VEU WIN WWIII 


The Right Man 


in the 


Wrong Place 


A young man of good business 
judgment and large experience in writ- 
ing business literature and placing 
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re 


advertising, now in control of high- 
grade advertising agency, would like 
to make a change. Prefers work in 
similar line. Locality immaterial. 
Refers to present employer. Address 
A. D., Box 187, Boston, Mass. 
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WISCONSIN ACRICULTURIST, 
RACINE, wi Is. 


It Leads Them All... 


“ The Daily Republican's” Circulation 
ts from Four to Five Hundred Copies 
more per day than any other Daily 
Paper pub-ished in Bucks County, 
= publishers of Rowell’s “ American News- 
| pare Jirectory,” in sending out the Directory 
‘or this year, say of THe Dary REPUBLICAN, 
| that it 
“4 Higher Rating than any other 
Daily Published in the County.” 
The medium for Advertisers, sure. Weekly 
| edition es in connection with the Daily. 
For Rates, add 
REPUBLICAN PRINTING CO., 


DOYLESTOWN, Pa. 


ADVERTISERS 


Invariably get good returns from 
a good advertisement advertising 
for which there is a 





good goods, 
demand, judiciously inserted in the 
| 


Agricultural Epitomist 


Indianapolis, Ind. 


Send for sample copy and card of 
advertising rates. 


IF YOU 


paying investment or you 





should buy 
spaceina 
journal reg- 
ularly for 10 
years and 
over 


It must be a 
would not continue. 

That's just what some advertisers 
have been doing with us. 


You Should 
Do Likewise 


It pays other advertisers to use our 
columns and it will pay you. 


ADDRESS 


THE NATIONAL TRIBUNE, 
WASHINGTON, D. C. 


BRANCH OFFICE, 
66 WORLD BLO., NEW YORK, 
BYRON ANDREWS, MANAGER. 
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Quick, Cheap, Infallible 
al Process of Engraving. 
Outfits $15 upwards... e d 
Old Plates Recovered. 


-P 
HokeEng.Piateco PL ates 


oa 
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Touch-Bottom 
VST ASA® Prices 


“ 


\TABULES | 


Mr. J. C. Nelson, editor 
and proprietor of the 
Bath County World, published 


Real bargains in 125,000 Ibs. 
of body and job type. 
English and German, A surplus 
stock which must go quick. Will 
be delivered at several principal 
points covering the continent. 
Send for Bargain Sheets show- 
ing specimens and low prices 
to “ Advertising Department, 
American Type Founders’ Co., 
9 Pine St., New York.” This 
type, when sold, cannot be 
duplicated at the price. Now 
is the opportunity—it will not 
T. Duckworth, of Thomson, last long. 
Clark County, Ky., who is 

‘ : DADA DAD 5943 CHEE Ee 


visiting here, has tried Ripans 


e-e> 


at Sharpsburg, Ky., writes 
to the Ripans Chemical 
Co., under date of June 18, 
1895: ‘‘I have recently 


commenced using the Tabules 


-Er Oo Ooeercree 


for constipation. Mrs. W 


CORPO OOOO OOOO 8 | 


Tabules and found them a 
good thing. This is what she 


says about them: ‘I used to IT BEATS ALL 


suffer greatly with headache, 
. ie why some advertisers use so 
due, no doubt, to indigestion ,romiscuously mediums of small 
importance just because they buy 

ace cheap without regard to 
the paper's relative value. 


and constipation, and | 
tried every kind of remedy, 
but could find no relief until 


I began using Ripans Tabules THE WHEELING 


one month ago. The first . VA.) 


tablet gave me relief, and now 
headache is a stranger to me. 
The indigestion and 


constipation have disappeared, Covers West Virginia 
and I never felt better in and Eastern Ohio 
ee life. I consider Ripans more thoroughly than any paper 
Tabules the best medicine in this section of the country. 


C. E. ELLIS, 
Special Representative, 
A - 617-518 TEMPLE COURT, 
again. (Signed) NEW YORK. 
Mrs. W. T. DucKWorTH.’”’ 


in the world for the 
above disorders, and I never 
intend to be without it 


Boyce Bidg., Chicago, 
Ripans Tabules are sold by druggists, or by W. J. Kennepy in charge. 
mail if the price (50 cents a box) is sent to 
‘The Ripans Chemical Company, No. 10 Spruce 
St., New York, Sample vial, 10 cents. 
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We Are Not 
Crying 


Because there is much territory not 
covered by Texas Farm and Rancn, 


But We Are 
2 ss 

Rejoicing 
over the fact that the many custom- 
ers who use our advertising columns 


Year In and 
Year Out 


have long since learned that Texas 
Farm AND Rancu covers thoroughly 
Texas, Arkansas, Louisiana, Okla- 
homa, Indian Territory. Have you 
looked into the desirability of secur- 
ing the best class of customers in 
above territory ? A clean paper for 
clean advertisers seeking clean cus- 
tomers. 


TEXAS FARM AND RANCH 
DALLAS, TEXAS. 


Chicago Office, 
Marquette Bldg. 
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New York Office, 
47 Times Bldg. 
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JACKSON, MICH. 


The Evening Press 


t’s the name by which the E oes | 

Patriot will be known hereafter 
pleasing name, don’t you think ft 
RY ENING PRESS, under its former 
name, had a shenomenal growth since 
March Ist, 1844, after coming under the 
present management. With the change 
5 name, it is expected the growth will 
continue. 

This change has seemed desirable for 
some months. The similarity between 
the names, Morning Patriot and Even- 
ing Patriot, led to numerous errors, 
delays and misunde rstandings in con- 
cluding foreign advertising contracts. 
= —s uence, such a change as has 
been made became almost a necessity. 

THE EV ENING PRESS has a constituency 

in this city, not reached by any other 
newspaper. You will be interested in 
knowing that The Evening Patriot,for 
the six months ending September 30, 
1895, went into nearly 2,200 (exac tly 
2, 195) homes daily, whieh you are not 
reaching through your other news- 
paper advertising. 
ours very trul 
THE EVENING PRESS. 





The Jackson Patriot Co., Publishers of 
The Evening Press, The Mc oj Patriot, 
The Sunday Patriot an 
Twice a-Week Patriot. 


H_ D. LA COSTE, 
38 PARK ROW, ADVERTISING 
NEW YORK, MANAGER. 


EASTERN 
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INK, 


The 


rere 
Atlanta 


Exposition..... 


directs your attention to the 
South. That great section is teem- 
ing with life. New industries have 
brought prosperity into the land. 


The Southern 
Homestead 


is the only magazine in the South. It 
reaches the buying classes with its 
guaranteed 


60,000 
Monthly Circulation. 


Write for rates and sample copy to 


W.H. ENGLAND, 


SPECIAL AGENT, 
842-844 Broadway, NEW YORK. 








The Church 
Standard 


Will work for you among the mem- 
bers of the Protestant Episcopal 
Church in the United States, and 
gp in the great Middle 
Jelt,as no other paper of its kind 
can do. Please bear this fact in 
mind in considering the composi 
tion of your list of mediums for the 
coming year. 


Putting our arguments for its use 
upon the lowest possible ground—it 
will save you money, as its rate 
thousand is lower than that of other 
papers of its class. It is the experi 
ence of our advertisers that the 
returns they receive put this con 
sideration_ quite into the back- 
ground, Let us prove this to you 


If you want to reach what is un- 
doubtedly the best buying class in 
the country at the lowest cost, and 
without in the least sacrificing 
quality, put THe CHURCH STANDARD 
on your list. Unless, however, you 
have something to advertise which 
will appeal to them, don’t do it 


The Church Standard Company, 
Philadelphia. 
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It’s a Business Bringer. 


The reason it pays to advertise in 


THE——S 
Kansas City 
WORLD 


s because THe Wortp bring 
It carries more local advertising that 
any other Kansas City publicati 

sure indication of its worth 


s results 


Circulation, 29,000 DAILY, 
32,000 SUNDAY. 


If you put it in The World it wins. 


THE WORLD, 
Kansas City, Mo. 
L. V. ASHBAUGH, Manager. 


Tribune Building 
New York 


Chamber Commerce, 
CHICAGO. 
A. FRANK RICHARDSON, 
Special Representative. 





a . 
Printing... 
OES ARR 
BECAUSE you are not located in 


New York City is no reason why I 


I have 
the 


should not do your printing 
work for all 
United States—and have customers in 


people over 


done 
England. Everybody is pleased with 
my work. Recently I printed a book- 
let for Bierman, Heidelberg & Co., 
the largest clothing manufacturers in 
the United States, and their manager 
said it was the handsomest piece of 
work he ever saw. I honestly believe 
that no other 


work than I 


printer can do better 


can. I want an order 


from you—no matter how small—just 
to get acquainted and let you see what 
I can do. I am responsible for all the 
mechanical part of PRINTERS’ INK. I 
Address Wm. JOHN. 
STON, Manager Printers’ Ink Press, 10 


am proud of it. 


Spruce street, New York, 


Dollars and 
Sense 


Some one has satd that at 
takes dollars and sense to run 
a Web Press. 


with the 
it takes 


To be sure, but 
“NEW MODEL’’ 
LESS dollars and only the 
COMMONEST kind of sense. 
Facts prove this and users of 
the ‘‘NEW MO‘SDEL”’ tndorse 
the facts. 
Campbell Printing Press & Mfg. Co., 
6 Madison Ave., New York, 
334 Dearborn St., Chicago. 


A 
Mechanical 
Marvel 


which not only prints but ex- 
tracts profits and makes the Job 
Department a dtvidend-paying 
institution, 


is the ‘‘ CENTURY’ PONY. 
We are working nights; place 
your order at once and avoid 
delay. 

Campbell Printing Press & Mfg. Co., 


6 Madison Ave., New York, 
334 Dearborn St., Chicago. 
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Ask a Western Man what A 


his favorite magazine is 
and he will promptly tell 
yo 


Th 
MONTHLY 


DES MOINES, IOWA. 


He sees it everywhere. In the cities, ) 


towns and villages. He is proud of it 


and will point to it as an example of ¥ 


what the progressive West can pro- 
duce. As an advertising medium it 
stands supreme. It has no competitor. 
If you are interested write to the New 
York Office or 


J. H. PURCELL, 
Advertising Manager, 
DES MOINES, IA. 


LOUIS RICHARD SMITH, 
Eastern Representative, 
10 Spruce St., New Vork. 





100,000 
Women 


have ordered the beautiful 
Christmas Number of the 


Cleveland 


Household 
Realm 


They will read your ad if you 
send it in now. 


For rates and sample copies, 
address 


W. H. ENGLAND, 


SPECIAL AGENT, 
842-844 Broadway, NEW YORK. 


WW 





PAPERS THAT PLEASE, PAY. 


Womankind. 


Every number of WoMANKIND grows better. 


Every number 


brings more subscribers, 


more advertising and better results to ad- 


vertisers. 


Why ? 


Because it’s the kind of a paper the busy 
housewife and the mother wants. It appeals 
to people in a peculiar way. 


It Pays Advertisers. 


SOSSSOOOSOOOS 


The Hosterman Publishing Co., 


SPRINGFIELD, OHIO. 


The great Thanksgiving Number will close October 15. Get 
in it and have reason for thankfulness. 
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: FRANK E. MORRISON 


New England 
Magazine | 


% Page 1 year $135. 


OoOsSovodino-< 


* PUBLISHERS SPECIAL AGENT. * 








after reading all of our testimonials 
that the 


Harrisburg Telegram 


which reaches over 1,800 towns 
and cities in Pennsylvania 
is the medium 
to use if you desire to cover said territory ? 
$00 @O@ees-- 
Cc. E. ELLIS, Manager, 
Foreign Advertising Offices: 
517-518 Temple Court, N. Y. City. 


Boyce Bldg., Chicago, 
W. J. KENNEDY in Charge. 
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It is Easy 
for an advertiser to expend his 
entire capital endeavoring 


To Obtain Results. 


But it is money thrown away if care 


7 


and judicious discernment 


are not used. The 


St. Paul... 


... Jlobe 


will appear on your list if you are 
careful in selecting the best medium in 
its respective locality. 


oC 39S HD 


Cc. E. ELLIS, 


Manager Foreign Advertising, 


517-518 Temple Court, N. Y. Boyce Bldg., Chicago, III. 
W. J. KENNEDY in charge. 
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That’s our trade mark and that’s what wedo. Shall 
we Advertise Judiciously for you? You furnish a meri- 
torious article and we devote all our skill and ex- 
perience to creating a demand for it. Together we are 
sure to win, Write us. 

Our book, “America’s Magazines and Their Relation to the Ad- 
vertiser,”’ mailed free. 


LORD & THOMAS, 


Newspaper and [lagazine 
Advertising, 
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45-49 Randolph Street, 
CHICAGO. 


0409096090080 0008000008 
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This is the sort of impression I have 
made upon the Printing Ink trade. 
Send for a price list. 
Address, 
P. I. JONSON, 
8 Spruce Street, New York. 
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MR. NATHAN ON THE INK 
QUESTION. 


THE MANAGER OF THE LOTUS PRESS 
TELLS WHY HE USES JONSON’S INKS 
ALMOST EXCLUSIVELY—HIS THEORY 
AS TO HOW JONSON CAN UNDERSELI 
rHE MARKET ON INKS FULLY FIFTY 


PER CENT, 


The Lotus Press undertake to do 
the finest printing They 


cater to the trade of the most particu- 


there is. 


lar people there are and turn out all 
ideas in 


sorts of new and original 
printing, both in colors and black and 


white. 

If there is any one thing this con- 
cern is more particular about than any 
other it is the quality of the ink it 
It must have the best, no mat- 
have all 
The 


ink they use must have all those capa- 


uses. 


ter what it costs. It must 


the newest and prettiest shades. 


bilities of press manipulation which 
are too intricate and technical for any 
one except a professional ink man to 
define or understand and yet absolutely 
essential to the grade of work done by 
this concern. 

One day when Mr. Paul Nathan, 
the manager of the Lotus Press, was 
showing me through his establishment, 
showing me the new presses and the 
enlarged facilities that advertising in 
PRINTERS’ INK have made necessary, 
and the samples of papers and book- 
lets and brochures and catalogues and 
circulars in all sorts of exquisite ef- 
fects of colors and blacks and whites 
for all sorts of customers, from the 
old 


quintessence of ‘‘ quiet elegance” 


the 
to 
who are con- 


staid merchants who want 
the ladies of the ‘‘ 400,”’ 
tent with nothing less than fin de 
siecle ecstacies of design and colorfica- 
tion—I took the opportunity to ask 
Mr. Nathan about the inks his concern 
uses. 

‘*We have to have the best 


there are, no matter what they cost,” 


inks 


INK. 57 


he began. ‘‘ Our class of custom de- 
mands that.” 

‘* What inks do you use chiefly?” 

** Jonson’s.”’ 

‘*But I thought cheapness of price 
didn’t count with you?’’ 

‘*It does count with us when we get 


the quality too. Jonson gives us the 


best inks there are at lower price 
than we can get anywhere else.”’ 

‘*Of course you know whether the 
inks you buy of him are really the 
best ?’’ 

‘**Most assuredly. We give all inks 
the most careful and rigorous test. 
We have tried all inks and find none 
better than Jonson’s. In prices no 
other concern in the ink business is 
anywhere near him.” 

‘* How much lower is he than other 
ink men?” 

‘*Sometimes two-thirds lower.” 

‘* What is the general average? 

** About a half.”’ 

‘* You mean to say you can get the 
best grades of ink of Jonson for half 
what you can buy them for anywhere 
else ?”’ 

‘* Exactly.”’ 

** How do you account for this?” 

** Jonson sells for cash and has no 
book accounts—no bad bills.’’ 

‘**Do you find that Jonson keeps all 
the various kinds and colors you 
use ?’’ 

‘Practically all—and if we call 
upon him for something unusual, if he 
don’t happen to have it in stock he 
immediately has some made up for 
us. 

“* Have you any knowledge of what 
printers think of Jonson’s inks?’’ 

‘“We have recommended Jonson’s 
inks to several printers and they have 
told us afterwards the inks come up 
to their fullest expeetations.” 

‘Have you any kind of color work 
that Jonson’s inks are unsuited for?"’ 

‘*In answer let me tell you what 
the manager of the Trow Printing 
Company said of our color work. He 
came over one day and I took him 
through the place. He examined our 
work very criticallly and finally said, 
‘You do the best color work in New 
York.’ When I add to that that we 
use Jonson’s inks almost exclusively, 
it answers your question fully, it seems 
to me.” ADDISON ARCHER, 
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—New York Sun. 
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For the $999, which Geo. H. Morrill & Co. lost, 
and the added expense of lawyers and other costs, | 
would gladly sell fifty barrels of the best News Ink 
ever made. 

Mr. Morrill’s judgment was returned unsatisfied, 
but Mr. Morrill is a rich man. What he loses by 
J. H. D. he makes up from A. B. and C. 


I sell to no one without the cash in hand. 
That is why I can sell at half price. 


Best News Ink, 500-Ib. barrels for $20.00. 
Carmines, Purple and Bronze Reds, 4 Ib. for 50 cents. 
Any other job ink in the world, 4 Ib. for 25 cents. 


ADDRESS, WITH CHECK, 
PRINTERS INK JONSON, 
8 Spruce St., NEw York. 





PRINTERS’ INK. 


TIS: WONDERFUL! 


On Monday, November 11th, | found in my mail ninety- 
four (94) communications from printers, and of these eighty- 
two (82) contained orders for inks and money to pay for the 
same. These orders came from twenty-five States, including 
among them both Maine and California. 

This sort of cash in advance for Printing Inks is a show- 
ing unheard of in the previous history of the trade. No other 
dealer has ever succeeded in getting the cash in advance for 
Printing Inks and my experience is all the more wonderful, 
because my advertisements appearing weekly in PRINTERS’ INK 
are my only agents to sound the praises of my goods. If | 
had travelers covering the territory reached by my advertise- 
ments, they would cost me at least seventy-five thousand 
dollars ($75,000) a year, and I doubt if they would produce 
as much results as my mere announcement in these pages. 
By advertising my story! am able to save every other expense 
possible. I keep no books, | make no bad debts, and my 
customers get the benefit in reduced prices. If the cash does 
not accompany an order | always hold on to the ink. 

I sell the best News Ink ever made in this world for 6 
cents in 25-pound kegs, and 4 cents in 500-pound barrels. | 
sell Carmines, Bronze Reds and fine Purples, put up in 
¥%-pound cans, for 50 cents a can, and any and every other 
color under the sun I match and duplicate for 25° cents a 
4% -pound can. 

My Magazine Cut, used for the half-tones in Munsev's 
Magazine, of which | sell a 10-pound can to anybody for $5, 
is the despair of the printing ink trade. 

Send for a price list, or send check for small order. Small 
orders are what I like best from new customers. 

My price list is mailed on application. 

Address 


PRINTERS INK JONSON, 


8 Spruce St., NEW YORK. 
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Salt Lake... 


“The Temple City,”’ 


has a population of 57,500. It has 100 miles 
of streets and 70 miles of electric railway. The Mormon 
Temple, begun in 1853 and recently completed, is built 
of white creamy granite and cost $2,500,000. The tab- 
ernacle is 250 by 150 feet, with a seating capacity of 
11,000, and claims to possess within its walls the finest 
organ in the world. The city sits in a beautiful green 
valley, at an altitude of 4,260 feet above sea level. Its 
streets are 132 feet wideand each block is 660 feet square. 
Its soft air, blue skies and beautifully shaded sidewalks 
tempt the traveler from every clime, making it an ideal 
spot for rest, while it has at least one magnificent modern 
hotel quite equal to any in the land. Great Salt Lake, 
that mysterious dead sea of America, is one of its chief 
charms. Over 50,000 people bathed in it last season. 
There is no bathing like it on the round planet. The 
water is so buoyant that one cannot sink, and the sand 
under one’s feet is as soft as velvet, while the waves 
beating idly on its shores are a bright blue or green. 
There are over 650 bathing rooms, furnished with every 
requisite. 

The environs of Salt Lake are beautiful and the entire 
country for miles around pays tribute to it commercially. 
One “store”’ in Salt Lake does $6,000,000 worth of busi- 
ness in a year. In allthis vast country there is one great 
newspaper, and ONE ONLY, and that one is the 


salt Lake Tribune.. 


Daily, Sunday, Weekly. 
P. H. LANNAN, Manager. 


>00<> 
Ss. C. BECKWITH, 
SOLE AGENT FOREIGN ADVERTISING, 
The Rookery, Chicago. Tribune Building, New York. 
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Designed by Frank Hooking Chaplin, Detroit, Mich. 
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The 
Brightest 
Designers in 
America 


are constantly working on 
new ideas for street car cards; 
an appreciative and critical 
audience of millions view at 
their leisure the product of 
their brains, 


And Remember It! 
That’s Why Street Car 
Advertising 


has become such a great me- 
dium. But you want it placed 
properly and reliably. I can 
do it! 


GEO. KISSAM, 


Executive Offices: 


Postal Telegraph Bldg., New York, 
18 BRANCH OFFICES—13,000 CARS. 
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The 

Reason 
Why 

Street Car 
Advertising 


(Rightly Conducted) 


is so popular is because it catches the 
eye when the reader is at leisure and 


susceptible to impression. 
It Is 
Forcible 
Intelligent 
Display 
and live advertisers appreciate its value 
as a medium of publicity practically 


unsurpassed. 


Drop me a line for rates and 
territory desired. 


Ger 


Geo. Kissam, 


HOQUUQOUOUUOOOOOREGONUQUOQOQOQOQOOOUOONOOOOOOOUOUULOOOUOOOOUOOOOOOOOOGUOUULAOONGOOOO0O0GQOUOUUOUES}4G000000000000UUUEEEONEOOOOOOOOILES 


Main Floor, Postal Telegraph Bldg., 
253 Broadway, N. Y. 
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Brightest 
Designers in 
America 


are constantly working on 
new ideas for street car cards; 
an appreciative and critical 
audience of millions view at 
their leisure the product of 
their brains. 


And Remember It! 
That’s Why Street Car 
Advertising 


has become such a great me- 
dium. But you want it placed 
properly and reliably. 1 can 
do it! 


GEO. KISSAM, 


Executive Offices: 


Postal Telegraph Bldg., New York, 
18 BRANCH OFFICES—13,000 CARS. 
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The 

Reason 
Why 

Street Car 
Advertising 


(Rightly Conducted) 


= 


is so popular is because it catches the 
eye when the reader is at leisure and 


susceptible to impression. 


It Is = 
Forcible = 
Intelligent = 
Display = 

and live advertisers appreciate its value = 
as a medium of publicity practically = 
unsurpassed. = 
iz 


Drop me a line for rates and 
territory desired. 


Be 


Geo. Kissam, 


253 Broadway, N. Y. 
SUUADINUUUAUNANDAN EAL AALAUU EAU OAU EGU EUUAUUEGGU AACE EGU EOU EAU EA EAA HAUTE EEA AAU 


= Main Floor, Postal Telegraph Bldg., 
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Throwing Money. 


An advertising agent in close contact 
with all classes of business men tells the 
New York 7Zimes that during the hard 
times they were ready to accuse him of 
throwing their money away. Of late they 
have been positively delighted to see him 
and talk business with him. Money can 
be thrown away in good times as well as 
in bad. Much depends on the style of 
throw and the direction. Thrown by a 
masterhand and into a dense constituency, 
the advertiser’s dollar comes back like a re- 
turn ball. But even badly thrown it is 
apt to come back.—PAiladelphia Record. 


Money ‘‘thrown” by advertisers into 
the ‘‘dense constituency” of the fourteen 


hundred and fifty papers of the 


Chicago Newspaper Union 


will come back many times over. 
It would be a good throw. Try it. 


FOR CATALOGUE AND PARTICULARS ADDRESS 


CHICAGO NEWSPAPER UNION, 
10 Spruce St., NEw York, N. Y. 


93 So. JEFFERSON St., CHicaco, ILL. 
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DEPARTMENT 
By Charles 


Advertisers everywhere are 
and to offer suggestions for the 
advertising will be criticised freely 
booklets, novelties, catalogs. Tell me your ad 


betterment 


GENERAI 


ADVERTISING. 
CHI St. P. 
Oo 
Pas 
Pav! 


AUL, MINNEAPOLIS AND } 
MAHA RAILWAY, | 
ENGER DEPARTMENT 

Minn., Oct 


Charles Austin Bates, 
idvertising, New } 
Dear Sir—It is with much pleasure and 
interest that I read your Department of 
Criticism each week in Printers’ Ink, in 
which you make so many good remarks and 
teach such good advertising doctrine, and for 
which I wish to offer my congratulations and 
best wishes for its continued success. 

Ith irred to me, ho that you 
have left out of yourcriticism and review the 
efforts of the many railroads in this country 
in the advertising field, and while t ap 
man, and the baking powder man, and the 
shoe man, and the grocery man and the dry 
goods man come in i unlimited suggestion 
and advice the poor fellows who grind out 
the advertising literature for the transporta- 
ti nm comp anies are not given a wore Per- 
haps it never occurred to you before that they 

ught to get a few crumbs of advice from 
the rich man’s table 

So please find inclosed a number of samples 
of reading notices and other advertisements 
which we ‘have used in our papers and other 
publications, and which | would glad t 
have you criticise. 

I suppose you apprec iate the fact that the 
many railroads in the United States spend 
great many thousands of dollars each year i 
getting up advertising matter, folders 
which are really their text-books and bibles, 
and without which a ticket agent like a 
sailor without a compass—brochures, leaflets, 
various kind of card and circulars, and many 
other forms of telling the traveler that suc h 
and such a road is the best line to such and 
such a point 

What 
ing, and wherein do you 
fame short of its mark, and ild 

uu criticise most of the railroad advertising 
matter that is printed and distributed each 
ar? 
Of« 
prices 
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as occ wever, 
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to railroad advertis 


think it many times 


is your idea 


as 


wherein wot 


ye 
urse the dry goods merchant can quote 
and that is interesting, of course, to 
ies, but the average railroad no 
bargains in tickets and unless special ex 
cursions come along, once in great while, 
the rates are the right along and the 
same on the competing lines which may offer 
the traveler just many advantages. Of 
course old truths and points can be rethreshed 
over and over again in different language, 
but results not as casily checked u 
by the dry goods merchant who, to-day o 
tises a cheap and to-morrow reaps the 
results. And then it is not usually the rule 
that the woman of the family—the reader of 
udvertising—buys the tickets when the family 
are traveling 
Supposing 


adies has 
a 
same 


as 


are 


as 
ver- 


sale 


you were going to point A. You 


frankly and fairly. 


RS’ INK. 


OF CRITICISM. 


Austin ‘Bates. 


invited to send matter for criticism ; 


to propound problems 
partment. Anything pertaining to 
Send your newspaper ads, circulars, 
vertising troubles—perhaps I can lighten them. 


of this de 
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are a stranger in the city of B and you only 
know that three or four lines run between 
points A and B. You may have seen one 
road advertise *“* The Best’ line to A, and 
ther line the same thing and still two 
re li the same thing. One line may 
state ymfortable and luxurious cars it 
runs, and the other three still say the 
thing and yet all quote the same rate 

which road would you take on the presump 
tion that all three are advertising in the way 
I have suggested, and this may have been 
either in the newspapers (which, of ¢ 
is the only logical way to . roughly adver 
tise to reach the readers), by displ ay fence 
a pte ny in any other way. he point 
I make how does the road tell when it hits 
the nail ae such uniform conditions and 
the traveler having no preference ? 

Another thing: Do you think there is Too 
much railroad advertising done—too many 
programs and all that sort of thing we wil! 
rule out of the question, for its value is per 
haps toward the zero infinity—but I mean 
too much flyers, too much brochures, t 
much matter that really doesn’t get into the 
hands of the traveler ? 

Would be glad to hear from 
Department of Criticism and 
you may have to criticise in the 
Yours very truly, 

A. W. Warnock 
Advertising Agent. 
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The railroad advertiser has quite a 


problem to solve. This true as 
from the fact that railroad ad- 
vertising in the past has been done in 
a slipshod manner as it is to anything 
It is also partly due to the fact 
that railroad advertising has not been 
done on business principles at all. 
During the last few years there has 
been some reform in this line. Before 
that, the publisher of the HWeehly 
Trumpet at Crossroad received 
a fifty-two trip editorial book, just the 
same as the publisher of more impor- 
tant and valuable papers in larger cities 
The managers of railroads and the 
publishers of newspapers are, to some 
extent, in the same position. If a 
train is going from Aville to Bville, 
will cost no more to run it if it carries 
the editor of the Aville //era/d, and it 
will cost no more to print the Heradd 
if it contains the railroad’s advertise- 
ment than it would if it did not. On 
the face of it, it looks like an exchange 
of nothing for nothing The railroad 
is ahead the advertising and the editor 


18 


muc h 


else. 


Jones’ 
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is ahead the ride, and apparently no- 
body is anything out. 

It would be a great deal more satis- 
factory and more business-like if the 
railroad were to pay in cash for such 
advertising as it desired and the editor 
were to pay cash when he wanted a 
ride. It would allow the railroad 
be more independent in placing con- 
tracts, and the editor would not have 
so many opportunities for neglecting 
his business. I believe that free trans- 
portation has been the ruin of thou- 
sands of publishers of small papers. 
It is so easy to go down and get on the 
train and go to Chicago or Cincinnati, 
or whatever big city he is near, that he 
finds excuses for doing it two or three 
times a week. If he wants to buy two 
dollars’ worth of type or three dollars’ 
worth of paper or ink, he goes right to 
headquarters for it. In the meantime, 
the office boy runs the paper. If he 
had to pay cash for his transportation 
he would stay at home and attend to 
business and get rich. The space that 
the railroad acquires in exchange for 
transportation is generally used in such 
a careless way that it does not amount 
to much, 

Below the surface, the fact is that 
many publishers of newspapers, and 
of advertising of various 
sorts, go immediately from the rail- 
road office to the scalper’s 
They sell the transportation they re- 
ceive for advertising, and, in turn, it 


to 


SC heme Ss 


office. 


is disposed of to some one who would 
otherwise have purchased a ticket in 
the regular way, and so have added to 
the income of the road. 


In my early days in advertising, 
when I used to publish advertising 
schemes of various used to 
count on the railroads first. I had a 
list of perhaps half a roads 
where I knew I could get a thousand- 
mile book on pretty near any scheme 
that I chose to offer. The books were 
worth eighteen dollars at the scalper’s, 
and that was where they went. As a 
matter of fact, this system of work 
was fairly well understood by the pas- 
senger agents as well as by myself. 
The mileage books were not issued in 
my name, but in the name of anybody 
I chose to mention. The agents, of 
course, had no official knowledge that 
I scalped the tickets, but they knew it 
The same disposition 


sorts, I 


dc zen 


just the same. 
was made of trip tickets. 

Advertising schemers all over the 
country depend on the railroads for a 


PRINTERS’ INK, 


very large portion of their incomes. 
One of the reasons that this is possible 
is that the local passenger agent is 
generally given authority to contract 
for advertising space, and to pay for it 
in transportation. The local passenger 
agent is generally a busy man, or thinks 
he is, which amounts to much the same 
thing. He undoubtedly has a great 
many duties to perform, and is, first of 
all, a railroad man. He risen 
from the ranks in the general office, 
and what he does not know about ad- 
vertising would make a large circulating 
library. It is not his fault that he 
does not know more about it. The 
fact is due simply to his lack of ex- 
I'he very best 


has 


perience in that line. 
railroad man is not competent to do 
his own advertising. The fact 
that he is a good railroad man makes 
it almost impossible that he should 
know the advertising 
keeps one man pretty busy learning all 
the points and details about one busi- 
ness. A man who knows the railroad 
business ought not to be expected to 
know much of anything else. 

I believe most of the large roads 
now have advertising managers, but if 
the conditions are the as they 
were several years ago when | 
coming in contact with these 
agers, they are still greatly overworked 
individuals. They have so much to 
attend to that they cannot give the at- 
tention they ought to to each case. 
of these advertising managers 
once told me that he had advertise- 
ments in more than eight thousand 
publications of all sorts. He certainly 
did not have enough clerical help to 
look after the vast amount of detail 
necessarily involved in such extensive 
advertising. 

I am inclined to think that most of 
the railroads spend a gread deal too 
much money for folders, booklets, etc. 
The handsome illustrated books that 
they publish are seldom read by any 
one. I doubt if they ever make a very 
great impression. Perhaps those that 
advertise special tours at different times 
of the year, giving full particulars as 
to cost, advantages, etc., can be made 
profitable. If they are to be made 
profitable, they must be placed in prop- 
er hands, I think it is practically use- 
less*to put a pile of these books on the 
ticket agent’s counter and depend on 
that for distribution. They ought to 
be mailed directly to selected lists, 
which each local agent could furnish, 


very 


business. It 


same 
was 
man- 


One 
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The local agent in every town 
ought to be able to make upal 
would cover most of the trav 
lic in his community 

The trouble with most railroac 
vertising matter is that it is too 
roady.’’ Most of it is distinctly in 
rut. It may be a very artistic and 
tractive rut, but rut t the 
same. You can tell 
you can see it. should 
great many of the 
that apply to advertising any business 
would apply to advertising the rail- 
There are undoubte« 


it isa 


a railroad book a 


far as think 


that a principles 


road business 
points about every railroad that can 
made the subject of good advert 
Every road that runs west from 
York has some peculiarity which 1 
turned to advantage. \ 
many people will travel by 
than the Pennsylvania. Others 
on the New York Central, and 
still others prefer B. and O 
here is some for this pr 
ence. Find that reason and you 
found the point to advertise 
location of the station at a 
point may be one of the best things to 
thinkabout. If I were going from ‘ 


be 
no 
road 

insist 
the 


reason 


termin 


‘ hi 

cago toCincinnati I would prefer to go 
by the Big Four, because the Big Four 
lands me farther down town in Cincin- 
nati. If I went by the Monon, I 
would have to get into a dirty part of 
the town, and have to ride through it 
for a mile and a half before I coul 

find a hotel. Still, the Monon 
have advantages, which to some minds 
would offset this advantage of the 
Big Four. Certainly it has, or every- 
body would ride on the Big Four. I 
think if I was the advertiser for a 
railroad I would make a point of rid- 
ing over the line several times, getting 
acquainted with as many 
possible, and finding out why 
rode on that particular line in prefer- 
ence to another. I would not try to do 
my advertising entirely from the in- 
side. I would try and place myself in 
the position of the riding public. I 
would try to find out what it was 
about the road that attracted 
Then I would have something to talk 
about that would attract other people. 
A railroad man is no more fit to adver- 
tise a railroad than any other busirfess 
man is fit to 
Advertising is a business by itself. A 
man may very easily know too much 
about his own business to advertise it as 
it should be advertised. A _ railroad 


may 


people as 
they 


them. 


advertise his business. 
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man will put into his ads the things that 


interest him as a railroad man, and that 


lo not interest anybody who is nota 


railroad mi ind he will leave out the 


things that he lers unimportant, 


ind which ‘ he most important 
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RETAIL ADVERTISING 
Why is it that piano makers are 
tent with but 
Why 1 plano you ney 
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To aman who never has heard 
the Bauer piano this ad must of ne- 
cessity sound rather ridiculous. ‘This 
is probably not the fault of the adver- 
tisement writer, but the fault of the 
employer. The employer would prob- 
ably not be satisfied with an honest 
presentation of the piano’s merits. The 
only thing that suits him is ‘‘ finest,” 
‘*highest,”’ ‘most costly,’’ ‘ ex- 
treme,”’ ‘‘ unusual,” ‘‘ faultless,’’ and 
words of that kind. I don’t believe 
it is necessary to talk this way in order 
to sell pianos. Everybody doesn’t 
want the very finest piano in the world. 
There are millions of people in Amer- 
ica who would have no more use for 
a Steinway Grand than they would 
have for a white elephant. They 
couldn't get it into their houses, and 
the volume of tone would lift the roof 
off if they did. What most of these 
people want is as small a piano as they 
can get, with a real good tone. They 
want a piano that will make music 
suitable for a 12x15 room. In other 
words, they want a piano to fit their 
needs. Everybody doesn’t need the 
same kind of a piano. Piano manu- 
facturers don’t seem to understand this. 
I believe that a great deal of money 
can be made by some piano man who 
will bring out a good piano ona purely 
commercial basis. Who will not resort 
to the purchase of musicians’ testi- 
monials, and who will sell a piano just 
as he would any other piece of mer- 
chandise. There is a great deal of 
‘*fake”’ in the piano business, and I be- 
lieve that the man who first starts out 
with aclean, good business proposition 
on a really good, honest piano will 
make such a success as has never been 
dreamed of before. 

I have never seen a piano catalogue 
about any grade of piano except the 
very finest. A visitor from Mars 
couldn’t tell from the catalogues of the 
various pianos that there was any dif- 
ference in the grade of pianos. They 
are all ‘‘ best.’’ 

* * 
* 


Out in Cincinnati there is a carpet 
war. The John Shillito Department 
Store is selling Alexander Smith & 
Son’s carpets at exceeding low prices. 
This has disturbed the equanimity of 
the carpet house of Lowry & Goebel. 
The latter recently published an adver- 
tisement that is a curiosity in its way. 
It may be good advertising, but I 
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doubt it. It is interesting, at 
rate, and here it is: 


He Licked Himself, 


HE CRAWFISHED, 


AND HE QUIT! 


To the Cheap John Calico Carpet Man, 
adieu and thanks le Alexande: 
Smith’s Tapestry Brussels the finest free ad 
vertisement any Carpet ever had. He os 
it the grandest tribute ever paid any Carpe 
He knew it to be the world’s highest stand 
ard. He had a Cheap John Calico Carpet 
that wouldn't sell on its merits. He had to 
get something good to help it along. He got 
Smith’s, the best. He then paid Smith's 
Tapestry Brussels the grand compliment of 
selling it at a great loss in order to make 
people think his Cheap John Calico was as 
good as the genuine ‘ dyed-in-the-wool” 
Smith Brussels. He hoped to sell little of 
oo genuine Smith's, but much of the Calico 

Carpet at a big profit. 

It wouldn’t work—he could not switch the 
people. They knew the value of Smith’s 
goods. His false prices could not drive 
them from Smith's goods. They knew they 
were worth 50 per cent more than his prices 
and his Calico Carpets. Smith’s goods were 
all they wanted—they didn’t even want to 
see the Calico Carpets. To prevent his los- 
ing money too fast he put restrictions on the 
sale of Smith’s goods he does not put on the 
sale of his other goods. When goods sell s 
fast at a price that a house doesn’t want to 
sell them, there is nothing wrong with the 
goods, but there is with the house. He has 
not bought any Smith Tapestry from the 
mill direct in years—he is considered a mid 
get in the American Carpet Trade as a Car 
vet house—he can’t handle the quantity of 
i apestry Brussels necessary to get an inside 
price. He couldn’t buy a roll to-day from 
the Smith mill at any price. 


He Madea Grand Bluff Advertisement 
AT THE EXPENSE OF HUNDREDS OF DOLLARS. 
WE CALLED HIS BLUFF! 
We offered to Buy at His Terms and Prices 
100,000 Yards of Smith’s Tapestry 
Brussels. 

He Quit! He Dipn’t Accept THE Orrer! 
He didn’t figure on that kind of an offer. 
He would lose just about $13,000 at his terms 
and prices. 

THIS IS WHAT HE WILL DO FOR 
SOME TIME TO COME: 

Zl am stil r agrapee I shall adver 
all my life, to keep from acknow'edg 
ing that I craw/fished. 

(Signed) Cuear Joun Carico Carpet Man 


ARE. 


Alexander 


any 





gave 


Smith’s 


BE 
TO THE PUBLIC: 


Tapestry Brussels are the highest standard 


the world knows. They are genuine ** dyed 
in-the-wool”’ goods, they are not calicos, or 
what is inoon in the Carpet world as “ 
ed tapestries.”’ Insist on getting an / 
ander Smith Carpet. Do not let misrepre 
sentation foist anything else upon you. Take 
nothing else 

LOWRY & GOEBEL, 
Ex BeTween Fourtn anp Firtu 
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I do not write these ready-made ads. They are 
en wherever they are found, and credit is 
iven to the author when he is known. Contri 
yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—C. J 
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For a Department Store 
‘‘ Knowledge 
Is Power.”’ 


Not 


(By J. W 


Philosopher. 
It is the wisdom of applying 
your knowledge to obtain the 
best results. Therein lies the 
power. Our knowledge of what 
is best suited to your needs 
coupled with our great buying 
facilities, makes it possible for 
us to offer you many lots of 
reliable merchandise at prices 
that would be impossible if 
bought in the ordinary way. 


Hield). 


always, Mr 


For Any hadi St W. 


When the 
Brown Leaves 


Whirl and eddy 
around the “coldest corner ”’ 
the town, and the bare branches 
of the trees creak and complain 
in the shivering blasts, sugges- 
tions of warmth and comfort 
don’t come amiss. This store 
is filled with such suggestions 
A few dollars judiciously spent 
will ward off the rigor of the 
coldest winter. 


oO 


— | 





For a Cash Grocer—By P. Reeves) 
Instead of 
° 
Selling on | 
. 
Credit 
—and asking the same old high 
prices for Groceries, Wines and Liquors— 
and buy them likewise, we do just the re 
verse. That is, buy for cash—get cash dis 
counts and discounts for large orders—and 
sell for cash at lowest prices ever asked 
We have no bookkeeper or collectors. 


Your money back for anything you 
that is not absolutely first-class. 


buy 





For Men's Furnishing Store— By C. Gilke 


son). 


| ware, 
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Men's Furnishing Store—(By Gilkeson 
& Child.) 


A Drop in 
the Bucket, 


may be, but there’s more 
follow. Better come our way 
early, and go hand-in-hand with 
comfort through all the rainy 
days to come 


Macintoshes—Blue, black 
with capes or without, $ to 


For 


to 


and brown, 


Umbretlas—Real rain-defiers, with the 


prettiest handles in town, $ up 


For a Stationery Store 


YOUR PAPER 


shows your taste and betrays 
character. 

Don’t use shabby, fuzzy note 
paper, when we er great 
a variety of good papers. Our 
box of paper and envelopes is 


one kind that pleases many 


o so 





Fora 
You’ ve Got the 
Best of Us. 


We couldn't buy anywhere near as low as 
we're selling. But the conditions that war- 
rant us in cutting at all justify a complete 
slaughter 

it'll never happen again 

ie s your chance to buy furniture, Carpets, 
mattings, draperies, stoves, ranges, crockery- 
bedding, fancy lamps, etc. 

You never bought so good, so cheap be- 
fore 


Furniture Store 


Credit thrown in. 
GAS HEATERS, 
RANGES. 

Each year brings more per- 
fectly made gas heaters and 
ranges. Many new shapes 
this season, and many little 
improvements that make the 
burning of gas for heating 
and co a more desirable 


Most comple te line in town 
For Merchant Tailor—(J. S. Meigs) 
THE ONLY WAY 


to intelligently judge the future is to judge 
by the past. 
Preacher 


and politician, professor and 


| scientist, all agree on that point 


Just a Little 


change’in the crown, 
a little difference in the brim, and 
there you are ; but what a diffe rence 
it makes in the HAT. There's sat- 
isfaction in knowing that you’ 
wearing the correct shape. We've 
the pick of the season’s plums in 
HATS. No need to wear old feath- 
ers with such prices. 


The only way to measure a merchant 
tailor’s ability and integrity is by what his 
customers do and what they say. 

The gentleman who has never purchased 
clothes of me can judge by asking the opin- 
ion of a long line of patrons. He can fur- 
ther judge by the fact that this long line of 
patrons keeps coming back for more clothes 

My tailoring reputation in the past has 
been good. My constant endeavor is to 


make it better 
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Toa man who never has heard of 
the Bauer piano this ad must of ne- 
cessity sound rather ridiculous. ‘This 
is probably not the fault of the adver- 
tisement writer, but the fault of the 
employer. The employer would prob- 
ably not be satisfied with an honest 
presentation of the piano’s merits. The 
only thing that suits him is ‘‘ finest,” 
‘“*highest,”” ‘‘most costly,’’ ‘‘ ex- 
treme,”’ ‘‘ unusual,” ‘‘ faultless,’’ and 
words of that kind. I don’t believe 
it is necessary to talk this way in order 
to sell pianos. Everybody doesn’ t 
want the very finest piano in the world. 
There are millions of people in Amer- 
ica who would have no more use for 
a Steinway Grand than they would 
have for a white elephant. They 
couldn't get it into their houses, and 
the volume of tone would lift the roof 
off if they did. What most of these 
people want is as small a piano as they 
can get, with a real good tone. They 
want a piano that will make music 
suitable for a 12x15 room. In other 
words, they want a piano to fit their 
needs. Everybody doesn’t need the 
same kind of a piano. Piano manu- 
facturers don’t seem to understand this. 


I believe that a great deal of money 
can be made by some piano man who 
will bring out a good piano ona purely 


commercial basis. Who will not resort 
to the purchase of musicians’ testi- 
monials, and who will sell a piano just 
as he would any other piece of mer- 
chandise. There is a great deal of 
‘*fake”’ in the piano business, and I be- 
lieve that the man who first starts out 
with aclean, good business proposition 
on a really good, honest piano will 
make such a success as has never been 
dreamed of before. 

I have never seen a piano catalogue 
about any grade of piano except the 
very finest. A visitor from Mars 
couldn’t tell from the catalogues of the 
various pianos that there was any dif- 
ference in the grade of pianos. They 
are all ‘‘ best.”’ 

+ # 


Out in Cincinnati there is a carpet 
war. The John Shillito Department 
Store is selling Alexander Smith & 
Son’s carpets at exceeding low prices. 
This has disturbed the equanimity of 
the carpet house of Lowry & Goebel. 
The latter recently published an adver- 
tisement that is a curiosity in its way. 
It may be good advertising, but I 
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doubt it. It is interesting, at 


rate, and here it is 
He Licked Himself, 
HE CRAWFISHED, 
AND HE QUIT! 


To the Cheap John Calico Carpet Man, 
adieu and thanks He gave Alexande« 
Smith’s Tapestry Brussels the finest free ad 
vertisement any Carpet ever had. He pai 
it the grandest tribute ever paid any Carpet. 
He knew it to be the world’s highe st a and 
ard. He had a Cheap John Calico Carpet 
that wouldn't sell on its merits. He had to 
get something good to help it along. He got 
Smith’s, the best ie then paid Smith’s 
Tape stry Brussels the grand compliment of 
selling it at a great loss in order to make 
people think his Cheap John Calico was as 
good as the genuine “ dyed-in-the-wool" 
Smith Brussels. He hoped to sell littl of 
the genuine Smith's, but much of the Calico 
Carpet at a big profit 

It wouldn’t work—he could not switch the 
people. They knew the value of Smith’s 
goods. His false prices could not drive 
them from Smith’s goods. They knew they 
were worth 50 per cent more than his prices 
and his Calico Carpets. Smith’s goods were 
all they wanted—they didn’t even want to 
see the Calico Carpets. To prevent his lo 
ing money too fast he put restrictions on the 
sale of Smith’s goods he does not put on the 
sale of his other goods. When goods sell s 
fast at a price that a house doesn’t want to 
sell them, there is nothing wrong with the 
goods, but there is with the house. He has 
not bought any Smith Tapestry from the 
mill direct in years—he is considered a mid 
get in the American Carpet Trade as a Car 
pet house—he can’t handle the quantity of 
Tapestry Brussels necessary to get an inside 
price. He couldn’t buy a roll to-day from 
the Smith mill at any price. 


He Madea Grand Bluff Advertisement 
AT THE EXPENSE OF HUNDREDS OF DOLLARS. 


WE CALLED HIS BLUFF! 


We offered to Buy at His Terms and Prices 
100,000 Yards of Smith’s Tapestry 
Brussels. 

He Quit! He Dipn’t Accept THE OFrer! 
He didn’t figure on that kind of an offer 
He would lose just about $13,000 at his terms 
and prices 
THIS IS WHAT HE WILL DO FOR 
SOME TIME TO COME 

I am still advertising. I shall ae , 
all my life, to keep from acknow‘edg 
ing that I craw/fished. 
(Signed) Cueap Joun Carico Carpet Man 


BEWARE. 
TO THE PUBLIC: Alexander Smith’s 
Tapestry Brussels are the highest stz andard 
the world knows. They are genuine “ dyed 
in-the-wool” goods, they are not calicos, or 
what is known in the Carpet world as “print 
ed tapestries.’"’ Insist on getting an Alex- 
ander Smith Carpet. Do not let misrepre 
sentation foist anything else upon you. Take 
nothing 


any 


else 
LOWRY & GOEBEL, 
Ex. BETWEEN FourTH AND Firtu. 





PRINTERS’ 
READY-MADE ADS. 


{1 do not write these ready-made ads. They are 
en wherever they are found, and credit is 
iven to the author when he is known. Contri 
yutions of eobt it ads are solicited. The name 
and address ay iy will be printed, if he 
wishes it to be J 





For a Department Store Hield) 


‘‘ Knowledge 
Is Power.”’ 


Not 


(By J. W 


Philosopher. 


always, Mr 
of applying 


It the wisdom 
your knowledge to obtain the 
best results. Therein lies the 
power. Our knowledge of what 
is best suited to your needs, 
coupled with our great buying 
facilities, makes it possible for 
us to offer you many lots of 
reliable merchandise at prices 
that would be impossible if 
bought in the ordinary way. 


is 


For Any Aidit h W. Hield). 


When the 
Brown Leaves 


Whirl and eddy 
around the “coldest corner ”’ of 
the town, and the bare branches 
of the trees creak and complain 
in the shivering blasts, sugges- 
tions of warmth and comfort 
don’t come amiss. This store 
is filled with such suggestions 
A few dollars judiciously spent 
will ward off the rigor of the 
coldest winter. 


“ 


For a Cash Grocer— By P. Reeves). 
Instead of 
Selling on 
Credit 
—and asking the same old high 


prices for Groceries, Wines and Liquors— 
and buy them likewise, we do just the re- 
verse. That is, buy for cash— get cash dis- 
counts and discounts for large orders—and 
sell for cash at lowest prices ever asked 
We have no bookkeeper or collectors 

Your money back for anything you buy 
that is not absolutely first-class. 








For Men's Furnishing Store— By C. Gilke 


son) 


Just a Little 


change’in the crown, 
a little difference in the brim, and 
there you are ; but what a difference 
it makes in the HAT. here’s sat- 
isfaction in knowing that you're 
wearing the correct shape je’ve 
the pick of the season’s plums in 
HATS. No need to wear old feath- 
ers with such prices. 
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For Men's Furnishing Store—(By Gilkeson 


& Child.) 
- A Drop in 
the Bucket, 


may be, but there’s more to 
follow Better come our way 
early, and go hand-in-hand with 
comfort through all the rainy 
days to come 


Macintoshes—Blue, 
with capes or without, $ 


black 
to 


and brown, 


Umbretlas—Real rain-defiers, with the 


prettiest handles i in town, up 


For a Stationery Store 


YOUR PAPER 


shows your 
character. 

Don't use shabby, fuzzy note 
paper, when we offer great 
a variety of good papers. Our 
box of paper and envelopes is 
one kind that pleases many 


For a 
You’ve Got the 
Best of Us. 


We couldn’t buy anywhere near as low as 
we're selling. But the conditions that war- 
rant us in cutting at all justify a complet« 
slaughter. 

ryt never happen again 
It’s your chance to buy furniture, carpets, 
mattings, draperies, stoves, ranges, crockery 
ware, bedding, fancy lamps, etc. 
You never bought so good, so cheap be- 
| fore 
Credit thrown in. 


taste and betrays 


so 





Furniture Store 


HEATERS, 

RANGES. 

Each year brings more per- 
fectly made gas Siosem and 
ranges. Many new shapes 
this season, and many little 
improvements that make the 
burning of gas for heating 
and cooking more desirable 
Most complete line in town 





For Merchant Tailor—(J. S. Meigs) 
THE ONLY WAY 


to intelligently judge the future is to judge 
by the past. 

Preacher and politician, professor 
scientist, all agree on that point 

The only way to measure a merchant 
tailor’s ability and integrity is by what his 
customers do and what they say. 

The gentleman who has never purchased 
clothes of me can judge by asking the opin- 
ion of a long line of patrons. He can fur- 
ther judge by the fact that this long line of 
patrons keeps coming back for more clothes 

My tailoring reputation in the past has 
been My constant endeavor is to 
make it better 


and 


rood 





PRINTERS’ INK. 


You Can Prove 


for Yourself 


THAT THE 


Detroit Suns 


will pay you—if you use their advertis- 
ing columns. 

They are the leading sensational peri- 
odicals in their surrounding territory and 
are read from beginning to end with great 
avidity by all. their clients, which we 
guarantee amounts to 


Over 120,000 


Copies per week. 
«> <v0ee>~ 
Key Your Advertisement. 
THEN SEND ORDER TO 


C. E. ELLIS, Special Representative, 
517-518 Temple Court, N. Y. 
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This represents a This represents a 
subscription for subscription for 
PRINTERS’ INK for PRINTERS’ INK for 
one year if ordered one year if ordered 
before Dec. 31st. after Dec. 31st. 
Price $2. Price $5. 








These represent a subscription for five years or five sub- 


scriptions for PRINTERS’ INK for one year. And these, if bought 
before December 31st, can be had for $10; but if ordered after 


that date the price will be $25. 


Is it not surprising what a difference 


a single day will make sometimes ? 


ADDRESS, WITH $2 OR $10, PRINTERS’ INK, NO. IO SPRUCE STREET, NEW YORK 
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A B 


— —e 


The shortest distance between two points is a straight line. 


The shortest, best and most profitable way of calling an 
advertiser’s attention to an advertising medium is a well-written 


advertisement inserted in PRINTERS’ INK. 





PRINTERS’ 
INK, 





MORAL: Advertise in Printers’ Ink. 
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THE AMERICAN 
NEWSPAPER 
For 1898-- |) RECT ORY 


Describes and reports the circulation of 20,395 
Newspapers and Periodicals. 
eeu 
Pays a reward of $1oo for every case where a pub- 
lisher is not accorded a circulation rating in accord- 
ance with facts shown by his statement in detail, if 


signed and dated, and $ioo reward to the first person 


who shows any such statement to have been untrue. 
«cous 


OVER ONE THOUSAND PAGES. 
PRICE FIVE DOLLARS. 


Geo. P. Rowell & Co., 


Publishers, 


10 Spruce Street, 








72 PRINTERS’ INK 





A B 


— —* 


The shortest distance between two points is a straight line. 


The shortest, best and most profitable way of calling an 





advertiser’s attention to an advertising medium is a well-written 


advertisement inserted in PRiInTERS’ INK. 








PRINTERS’ 
INK. 





MORAL: Advertise in Printers’ Ink. 
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THE AMERICAN 
NEWSPAPER 
.-For 1 1895... DIRECTOR Y 


Describes and reports the circulation of 20,395 





Newspapers and Periodicals. 
eo, 


Pays a reward of $roo for every case where a pub- 
lisher is not accorded a circulation rating in accord- 
ance with facts shown by his statement in detail, if 
signed and dated, and $ioo reward to the first person 


who shows any such statement to have been untrue. 
«o., 


OVER ONE THOUSAND PAGES. 
PRICE FIVE DOLLARS. 


| Geo. P. Rowell & Co., 
| Publishers, 


10 Spruce Street, - = New York. 
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PARIS. FRANCE 
BARCELONA SPAIN 
MILAN ITALY 
OPORTO. PORTUGAL 


cAaie Vase oan, mew YORK” eS ae 


SCOTT ® Bowne eu Lo 


ine 
COR OF NEW CHAMBERS @ PEARL STS. 


Publisher "Printer's Ink", 
10 Spruce St., N.Y. City. 
Dear Sire 
Enclésed please find cheque for Ten Dollars. for 
which have Printer's Ink sent t6 the writer, care of Scott & Bowne, 
marked personal, for the next five years, 
Kindly acknowledge recéipt and ohlige. 


Yours, very truly, 


(Enclosure--Cheque No.Cé6631.) 


e This is a sample order for a subscription for 
‘PRINTERS’ INK. Such orders, accompanied by a 
check for ten dollars, are specially valued at this time. 
If you are a well known advertiser and think well of 
PRINTERS’ INK your words of commendation will 
cause the modest face of the Little Schoolmaster to 


tingle with blushes and pleasurable emotions. * 








PRINTERS’ INK. 














He Did! 


In the five years during which 
Mr. J. S. Seymour has been in 
charge of the publishing depart- 
ment of the New York Even- 
ing Post that paper has increas- 
ed in circulation over 40 per 
cent and in advertising patron- 
age over 70 per cent. In ex- 
pressing his views of the value 
of advertising in Printers’ Ink, 
Mr. Seymour recently said: 

“We put our faith in Print- 
ets’ Ink. It is worth more to 
us than any and all mediums 
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More Circulation 
And Less Than Half $3 
Their Rate. 














The circulation of the Washington EVEN- 


ING STAR is more than that of the three 


other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR | 


covers the city of Washington completely. It 


soes to 82% per cent of all the occupied 
g I I 


houses. It charges but 7).cents per line for 


10,000 lines to be used within one year. } 


L. R. Hamersly, 
New York Representative, 
49 Potter Building. 
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lam Still on 
Deck and 
Propose to 
Remain there! 















































The Largest Plant, 
The Best System, 
And Up-to-date Methods. 

| STREET CAR 
ADVERTISING *& 
Of the Kind that Pays. 


+9000 OC>O <dOCe--- 





















































Geo. Kissam, 


Postal Telegraph Building, 
253 Broadway, N. Y. 


Oeee--€- O<3OCe--- 


13,000 Cars. J6 Branch Offices. E@ 
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oom 


must have got in its 
work on 


Street car 
Advertising. 


EEE 


judging by the way contracts 
are coming in. 

There are many new con- 
verts—the old reliables never 
go out—so space is getting 
limited. 

A word to the wise—get 
in now! be in line with win- 
ners in the business world. 

I can place you in 13,000 
cars or any number of them. 


GEO. KISSAM, 


Postal Telegraph Building, New York. 
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The St. Lois ( “hronicle... 


Touches the Spot 


To see the spot touched, hold > 4 this drawing straight in front of you, 
until the nose is close to the star at foot. 


gradually bringing it nearer, 

THE St. Louis CHRONICLE, with its guaranteed 
daily circulation of over 110,000, touches every 
spot in St. Louis and the 1,000 cities and towns 
tributary to that great city. 

The reader is touched in the right spot by an 
ad in THe Curonicle. Touch the right spot and 
you touch the pocket-book. 

THE CHRONICLE touches more people than all the 
morning or evening papers of St. Louis combined. 


THE SCRIPPS-McRAE LEAGUE, 


E.T. PERRY, 
Manager Foreign Advertising Department, 
66 HARTFORD BLDG., CHICAGO. 53 TRIBUNE BLDG., NEW YORK. 
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